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Rough Proofs Introducing Our New Plymouth Adds Clothing Advertisers Plan 
Typographic Dress 
That recent birthday celebration : a N S | W p - ld Ed . D . 
— 4 ; ‘ With this issue ADVERTISING t 
iia Piet imatd atone) With tis ssue anwrene NOW Sales Weapons) | wofo ucational Vrives 
important presentation: sales lead- portant typographic change it . 
ee Pots Ming seems Chevrolet has made since its inception—a for 1939 Cam al n rie ‘0 Ar | P ti Ai d + 
” " — change which we believe will HUMAN SIDE sr ahi ame é 
a ae the paper notably easier 5 d Movi Dj ' Retailer as Well as 
on the eyes. oun Vv 
“Handkerchiefs to Menkin” is The new body type is 7% pt. | " . wn — Consumer 
the headline of a news item telling| Linotype Excelsior, with bold | Mail Will Bolster Other = 
about a new agency account, so] face, italics and small caps, set | Selling Plans Chicago, Sept. 1.—Fall market a 
after all it’s nothing to cry about. on a 9 pt. slug except for the | prospects in the men’s clothing field bes 
short items, which are on an 8 | ; offer an optimistic sales picture, it Z 
vvry, pt. body. This face, designed aitaee te alae re se was fe seg here today in promo- a 
ua | ai ; especially for newspaper use, i orce its merchandis- tional plans outlined by three lead- 
ouathe oP joe — hoe is a full-bodied, evenly-weight- | '@S technique with a view to wag- ers in the field. These include Hart # 
a , nesaugis a 4 ing a more successful competitive Schaffner & M B i- @ 
é 4 =e ed type which ranks extremely , wearer arx, B. Kuppenhei 
congratulating the medical men, high in legibility battle with Chevrolet and Ford mer & Co., and Alfred Decker & ; 
pr tha a a — that a Two and three column heads | @¥"ing 1939 was indicated here this Cohn. £ 
refers to the automobile manufac- e : , , ivisi . ; ; : 
users. are Monotype Kabel bold and weer by the Plymouth Division of nak ouster pannece Chaat a ane A considerable increase in the : 
Stymie medium. Main single Chrysler Corporation in opening a "Bae ORLY o8 aaareeee attention being given to both con- ¥e 
v,vy column heads are 28 pt. Erbar series Pao dealer meetings in as sumer and salesman education 
: . ‘ : . many cities. , : : - 
A. M. A. can mean medicine or} Medium condensed, with a =e ee ee er bs se Bt with a 
management in the association field, bank = 12 pt. Kabel bold. in charge of sales told 500 dealers mew rete age “e — 
and with current conditions in mind| Other single column heads are atheved there that fer 7 3 Se oie 
saaia & tans GO’ Ge ca! 18 pt. Memphis bold and italic, ga rs r ere Z a sales jected as a recognition of and an 
~ hg . | and short item heads are 12 pt. methods are as obsolete as the cars a effective answer to the demand of 
i bad idea. Kabel bold. All heads are caps | Which the gleaming 1939 Plymouths a organized consumer groups for _ 
. ? 9 | and lower case, and all except are intended to replace. While te errr ary + wmunys _ | more factual information of con- *. 
+ Meee Plymouth will continue to use all} HART SCHAFFNER & MARX | sumer fi 
When you note that Todd has} the larger heads noted above <n : goods. $ 
sold 205 per cent more Super Safety | are linotype set. the advertising methods hitherto Emphasizi he “h ide of th Coincident with this, as indicated ve 
Y ” ‘ Sa as ae aa —e : employed he revealed that at least | Emphasizing the amen side © © | in the plans of th advertise ‘ee ee 
checks this vear than last, you can | Heads are set flush left, with- P company’ in copy to retail salesmen p . ese advertisers, 1S meet 
us yé » 3 wit : a ceeded two new weapons will be added. -4.. 1a desire to improve th int-of- . 
see there’s still a little money cir- | out regard to count, a growing First and most important. as __ | Hart Schaffner & Marx uses a similar : np € point-or ig 
culating here and there. | — in newspaper typog- saan - ~s Staock age age i theme in this magazine color page. pacer thence: -mogg | —, in this 
raphy which makes for more aeaare y mr. , IS > SC ee ——---- | instance means e work of the 
P flexibility and expression of motion picture. A revised version — ° retail salesman. The major objec- 
7 ” | thought. of ries Moe prgpes a a Plymouth Maritime Drive for tive is to avoid,the potential loss in 
Mite 2 Betis when watil How do you like the new | Crew to its feet with cheers will be _sales and in consumer good will 
knew as an advertising agent, is| ‘Style? mange avilable to Centers for use in Coastal Fleet | when first quality and expensively 
now in aviation, and insists he’s no —— ang aoe av a oe oe S S 10 |ecvertised clothing is the victyn of 
meu thea than. ever| aaa [uscd extcasiety is te heats ae | tants Sept. ee reap’ ge 
ba : effo 
was. Million Dollar Fund for the low price market. New York, Sept. 1.—Promotion 
— by the United States Maritime Com- Few Lines Are Price-Fixed 
New Sales Approach mission of the fast new steamship Pri : : 
a ee ; sepne , rices at retail will range ap- 
New England business men aren't Plymouth sales executives have | **'Y)“ bes South American east! proximately five per cent below 
much inter ested in ady ertising and . ae decided to ex loit the eternal f i coast ports W ill get under way Sept. those of the 1937 season although 
publicity, the Council has discov- nation which the public displays in| ®Pout a month before the first) this variation is not expected to be 
ered. Mouse-trap makers are still| #7 . ’ npr ess : _ | scheduled sailing. Full page adver-| . . , santas 
relying exclusively on Elbert Hub- Tea Conscious meting oes — 1 eae A tisements in magazines and large og ee re 
bard. : 7 iw oo ©!space in newspapers will be used : . 
work of the hard-hitting salesmen]. the balance of this year and be noted the absence of fair trade 
vv, ° «4j| Which brought the audience here to} .; +), ici 1 contracts from this field. With but 
él Substantial Boost Will its feet, wat the Herculean perform- similar ee ee ae say two exceptions, companies have 
eyreeed gives dealers a chance to Mark 1939 Drive By ance of the ingenious machines in th midkedine aol Saueee avoided this in the belief that men’s 
a ; ; ’ a A : : Por ale a 
as. the Pl lant. , : é clothing is a rishable product 
_ It’s a revolutionary thought, but Cooperative Bureau cae ae — fe pe ee The yr oP er Bt a will be operated and that it pi be men Ber a 
it’s just possible the boys who sell yielding their treasures for the as the “Good Neighbor Fleet” by at fixed minimums as are products 
the cars may know a little some- (Picture on Page 31) benefit of man, and the steel mills aeons ygremdorcrengye rte bog fore in other fields. Also cited is the 
thing about the customers. New York, Sept. 1.—With a mil-| and other goliaths shaping the raw] until Jan. 1. After oot date Moore | !@¢t that, while there are many re- 
lion dollar appropriation at its dis- | ™aterial into the forms in which it] g McCormack Company, now act- tail outlets in the large cities for 
Ya posal, the Tea Bureau, Inc., will| Would prove useful to the race.|ing as general agent, will take over these manufacturers, their number 
The point at issue between those | Plunge into its fourth annual adver- bids bea gg cg — emerged the charter. Advertising after the wag nat 0 var Prasenge omit than 
soap manufacturers now pitting tising campaign next month, em- vray r rom Rand assembly | first of the year will be conducted osentn. tone te 18 th y aed a 
Halo against Drene in the shampoo ploying five national magazines a the Gea ers rose as one MaNn| by the company under the terms of ; 7. —— ae == 
field is how unsoapy a soap factory and a series of ten comic strip in- ri the achievements of modern | an agreement with the commission. . = Bi a deotethiiee: dimaiie 
product can be when it wants to. sertions in a long list of Sunday | industry. Promotion between now and Jan. 1 a H ts ™ na - . wee se th 7 
new rive wil be theme oy aye of eee [wil be paid for by the government | he" yepeny would continue. te 
e forthcoming drive wi e é -|Arthur Kudner, Inc., is the agency. ; 
de: most ambitious ever sponsored by | C®5S€S by which his merchandise is More than a score of mt en full pees copy Collier's, Esquire 
Mr. Berle puts out a memo on| the joint tea interests. The bureau | Produced, the consumer may like-|in eight states and the District of and Lae ONS Cans the fall prome- 
big business which doesn’t coincide | began its activity with a five-state | W's¢ be as thoroughly impressed,|/Columbia, will carry the Good tional program is based = budget 
with conventional New Deal ideas.| test campaign in 1936, which was (Continued on Page 26) Neighbor Fleet copy. exceeding that used this weg ya 
Mr. Berle resigns. Just the usual| Stadually expanded during 1937 | — a oe Se a cae, en 
Washington hurly-burly. and 1938. The new campaign will L Mi N Fl h (Continued on Page 28) 
represent a budget increase of 26 in ww = 
a per cent over the previous ap- ast ute e s as es Now Father Can 
propriation. 
Touched by the spectacle of all The main copy theme will con- Young Heads New Motor Fuel Company B 
those truck drivers with tender|tinue along the lines of “tea for New York, Sept. 2.—John Orr Young, one of the founders of Young lame Arrow for 
faces pleading for relief, the elec-| vitality,” a slogan which has been & Rubicam, Inc., was today elected president of the Atchison Agrol Com- . “a 
tric razor industry has finally (Continued on Page 26) pany, Atchison, Kans., which has been formed to produce and market a Those Gilt Ties 
started to cut prices. , —______ | motor fuel blend of gasoline and grain alcohol. New York, Sept. 1—Cluett, P 
A . 1—Cluett, Pea- 
. DIRECTORY OF FEATURES |National Tea Radio Goes to Stack-Goble body & Co. will use three national 
Ad-libbing 12 Chicago, Sept. 2.—National Tea Company today placed its radio Soot Gor hi — ‘ane hae ef- 
Those millions of automobiles] g..:. Business Index 28 account with Stack-Goble Advertising Agency, Chicago. The company | ,,.... * y we a A - will begin 
j jamming the roads over Labor Day operates 1,000 stores. Spot announcements will be used. : a4 Pe _ September and continue 
were merely an indication of what| Coming Conventions 22) - ‘ amg © ame en, —s 
the serious thinkers mean when| Earnings of Advertisers 24, Nunn-Bush to MacManus, John & Adams |e Samedi iiiehas — ane 
they talk to you about the Labor! equal. 12 Milwaukee, Sept. 2.—The Nunn-Bush Shoe Company today ap- | monthly oliniedll a 
Movement. pointed MacManus, John & Adams, Detroit, as its advertising agency oot ih onl 
t Getting Personal 23| James R. Adams. agency vi ny Mery ae t iv, ‘| Tie advertising will be separate 
| hae e Nc a ag - . , agency vice-president, is account executive. from the Arrow shirt campaign 
1 verti ° ° ° ge which has been running all year in 
Of all glad words that tongue can | Photographic Review of the California Products Face Michigan Ban the three magazines mentioned and 
t mean, Week 31 Lansing, Mich., Sept. 2.—A resolution demanding a retaliatory |in Esquire and Time. For the re- 
E The gladdest are these, “It’s on the 2 h Proof ; embargo against the entry of California farm products into Michigan was | mainder of the year Liberty will be 
; green!” ough Proots placed before the state legislature today. The lawmakers declared that | added to the list. Young & Rubi- 
Copy Cus. Voice of the Advertiser 14| California has a like ban on Michigan fruits and vegetables. 


“ 


cam handles the account. 


4 x an % b/ 
% x ree Be Ties = ty . ‘ - ¥ 20g ‘ 3 aes FS ' . * ; “73 Z Jie * ey 3 
coesap! # ss i. haw Datars Cee = a _ ; i 7 
* i? < “ 
‘ »y 
31 1C LIBRAR ee 
» id? BU . y ; 
f 
4 
* 
i 
Pt 
; So 
yee, 
j J r@.5 
Ce, See ‘ u ’ : i 7 a et , : : Piles « / a Si: ’ 44! ¥ a 4 to ee ‘ 2 oe ! Se 84, o fo Te md 4 y 
if y . 


fe 


ADVERTISING AGE 


ts sect 5, 1938 


Box Office > Campaign 
Off to Strong Start 
in 1,970 Papers 


Institutional Copy Ap- 
pears Throughout the 
U. S. and Canada 


New York, Sept. 1.—The indus- 
try-wide campaign to. stimulate 
more movie business got under way 
this week when 1,970 daily news- 
papers in this country and Canada 
carried the first promotion in the 
four-month cooperative effort bear- 
ing the slogan, “Moving Pictures 
Are Your Best Entertainment.” 

Institutional copy in large space 
will appear in every daily news- 
paper in this country and Canada, 
including foreign language papers. 
During the first two weeks, when 
promotion will be heaviest, the 
space used will average 3,300 lines 
in each paper. The same copy will 
also be used in a number of week- 
lies. 

The $250,000 


“movie quiz” con- 


test will be explained in each in- 
sertion, 
urged to ask at theaters for free 
| booklets giving the contest ques- 
tions. One question is included 


|from each of the 94 pictures to be 
|released by eight major companies | 


Fall Campaign 


this fall, and contestants are re- 
quired to answer any 30 questions 
and submit a 50-word letter on the 
picture most enjoyed. 

The official sponsor of the cam- 
paign, Motion Pictures’ Greatest 
Year, Inc., 
theater owners for 30,000,000 of 
these contest booklets. Four pos- 
sible answers are given to each 
question, and contestants must 
check the proper one. 


Exhibitors Get Booklet 


A 24-page, newspaper size book- 
let of suggestions for contest tie-ups 
has been distributed to exhibitors. 
Prizes totaling $2,100 in three popu- 
lation classes will be 
the 15 exhibitors who do the best 
local job of promotion of the con- 
sumer contest. 

In addition to the paid advertis- 
ing, the campaign will be promoted 
by a wide range of publicity de- 
vices. Local theater page advertis- 


and movie-goers will be | 


Movie 


Quiz Contest Picture.” 


UP STEPS THE MOVIE. GOER 


Screen trailers and slides will also| 


be shown in all cooperating the- | a 


aters. 
Sheffield Launches 


Sheffield Farms Company, Inc., 
New York, has started a fall adver- 


| tising campaign in the metropolitan 


|} area through N. W. Ayer & Son. 


| being used, with copy 
Sealect and Vitamin D milk. Spot | 
radio announcements and outdoor 


has received orders from | 


More than 200 newspapers are 


posters are also being employed. 


Nite-Light Compact 
to Bow in November 


Nite-Light Compact 
Los Angeles, will introduce Nite- | 
Light compact, containing an inside 


light, in November in newspapers 
and magazines throughout’ the 
| country. 

| Hugo Scheibner, Inc., Los An- 


awarded to! 


ing of each of the new releases cov- | 


ered in the contest contains a seal 
bearing the words, “A $250,000 


Ad 


REA 
TRO 


The REAL TROY is a metropolitan 


119,324 consumers! 


Embraced by the 3!/>-mile Troy A.B.C. 


radius are five communities: 


Troy (where wage agreements in brush and textile 
plants have just added thousand of dollars more to 
Watervliet (where the United 
States Arsenal is abustle again as the nation's rearm- 
ament program advances), Green Island (where the 
Ford Motor Co. has recently added a new depart- 
ment), Cohoes (where several new industrial concerns 
have lately moved in), and Waterford (where the 


workers’ incomes), 


Barge Canal really begins). 


The REAL TROY has the size that makes it an 


important market. Its retail sales are in excess of 


$38,896,000 annually. 


The REAL TROY is definitely an outstanding buy 
One medium, The Record News- 
papers—the city's sole dailies—gives blanket cover- 
age at only |2c a line. That makes Troy New York 
State's lowest cost major market! 


for the advertiser. 


oe ay P 


TES BE 
LANNING so 


center of 


City Zone 


E oa NEWSPAPERS 


J. A. Viger, Advertising Manager 


geles, is the agency in charge. 


Issues New Contracts 


New fair trade contracts have 
been issued to dealers by Schenley 
Products Company, New York, re- 
storing the same prices which were 
in effect in the metropolitan area 
before Bonded Belmont and Golden 
Wedding were withdrawn from 


price maintenance on Aug. 2. 


ecm W/ATERVLIET 


Population 16,083 


featuring | 


Company, | 


THE AVERAGE MOVIE-GOER 


SPEAKS HIS MIND... 


| 
| 


5.404 CASH PRIZES eee Re 
ttsT OF PRitEs: 

10 of §) 000 nach $10 G00 

60 BOO 


StL AeR eek, 10.008 S000 Site 0008 
Sat vorm s2heee 
a % FREE FREES 
e * 1 vOus favours 
eee Merry tenet toe 
, ew Ony 


tent toe 


Motion Pictures’ Greatest Year, Inc., 
lets the movie- -goer do the talking in 


‘Post’ Story Traces 
Phenomenal Rise 
of Charles Ward 


Philadelphia, Sept. 1.—Charles A. 
Ward’s rise to fame and wealth be- 


| gan behind prison bars, carried him 
/in less than 15 years to the presi- 


|dency of Brown & Bigelow, 
|of advertising novelties, 


and lifted 


/his annual income to approximately 
| $400,000 and net worth to $5,000,- 


Jack Alexander, 


000. This is a brief synopsis of an 
“off trail” success story which ap- 
peared this week in The Saturday 
Evening Post under the title, “The 


| Third Party Gets a Rich Uncle.” 


Although the article, written by 


is political in na- 


| ture, those parts of it which describe 


Mr. Ward’s first meeting with Her- 
bert Bigelow, former president of 
the company who served a prison 
term for income tax evasion, and 
the steps taken by Mr. Ward in later 
business life offer considerable con- 
trast to other success stories Which 
have appeared in the Post. 

Mr. Ward had been sentenced to 
Leavenworth for narcotics posses- 
sion following an earlier career that 
was extremely sketchy, if adven- 
turous, Mr. Alexander relates. As 
a convict, however, he won a rec- 
ord for good behavior and with it 
some influence. Thus when Mr 
Bigelow arrived in prison, Mr. Ward 
was able to befriend him. 

Admitting that he befriended Mr. 
Bigelow in prison simply because 
he knew that Mr. Bigelow could 
help him when he got out, Mr. Ward 
has this to say to him: 

“First he tried to welsh on the 
promise he swore to me in prison 
and then he handed me a crippled 
company. I’ve suffered from this 
convict befriending legend for years 
and it’s about time someone told the 
truth of it all.” 

Mr. Ward was instrumental in 
helping Mr. Bigelow to conduct his 
business affairs from the prison and 
when Mr. Ward emerged—a few 
months after Mr. Bigelow—there 
was a job waiting for him at the 
Brown & Bigelow plant. 

In Mr. Ward’s opinion, 


Mr. 


TORONTO. 


MONTREAL 
WINNIPEG 


MOTION PICTURES ARE YOUR BEST ENTERTAINMENT 


| job—feeding 


maker | 


280,000.00 | ance Sn -— nae eee 


official sponsor of the industry's campaign, 


the first newspaper copy of the drive. 


ander it wasn’t much of a 
raw rubber into a 
processing machine at $25 per week. 
The former believed that Mr. Bige- 
low was trying to scare him out of 
the plant and resolved to fight fire 
with fire. 

He became foreman in_ two 
months. Then one of the superin- 
tendents had the misfortune to suf- 
fer an attack of appendicitis. He re- 
turned to work to find Mr. Ward 
holding down the post. 

“I saw that if I didn’t get rid of 
the men above me, one at a time, 


says, 


| they would get rid of me eventu- 


Alex- | 


GIBBONS KNOWS CANADA 


————— J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


ally,” Mr. Ward tells the author. 
“So I started to work on my im- 
mediate superior, the second vice- 
president who was in charge of 
manufacturing. By using facts and 
figures and lots of argument I was 
able to convince Mr. Bigelow that I 
was the better man for the position. 
Mr. Bigelow demoted him and gave 
me his job. 


Up the Ladder 


“Next came the first vice-presi- 
dent, who was in charge of sales 
and who was, I thought, inefficient. 
Mr. Bigelow got rid of him and, act- 
ing on my suggestion, divided the 
job into two positions and put men 
friendly to me in both. 

“The treasurer was the hardest 
to dislodge because he was Mr. 
Bigelow’s brother-in-law, but I 
finally succeeded in doing it in 1929. 

“That year the directors created 
for me the post of vice-president 
and general manager. I was given 
$12,000 a year, the highest salary in 
the plant next to the president’s and 
Mr. Bigelow and I were on friendly 
terms again.” 

Mr. Ward proved himself an out- 
standing success at managing the 


company, although his friendship 
with Mr. Bigelow was not always 


on even terms. In 1933 when Mr. 
Bigelow was drowned while on a 
fishing trip, Mr. Ward was elected 
to succeed him as president. 

The article concludes in mention- 
ing that the sales and executive 
force of 400 currently includes 45 
ex-convicts. One of them is J. C. 
Peters, assistant treasurer. It is this 
Mr. Peters, Mr. Alexander reports, 
who as clerk in Leavenworth, tipped 
Mr. Ward off to his chance to get 
an outside job while in prison. 
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This Man did it. 


This Man is a modest man, but a smart 
one; smart enough to sit behind his desk 
and win an empire. He did it with WBBM. 


Yes, an empire. A good one, too. Big- 
ger than Sweden and Norway combined. Bigger 
than Hungary. Bigger than Belgium or Bolivia or 
Bulgaria. 


Bigger, that is, in terms of people and money. 


For This Man is not interested in subjects, or 
geography . . . he is interested in customers. He 
isn’t concerned with /deologies; his main interest 
is sales. 


This Man is the typical WBBM advertiser, and 
the empire This Man has won is WBBM’s primary 
area. Bigger than Sweden and Norway combined. 
Bigger than Hungary. Bigger than Belgium or 
Bolivia or Bulgaria. Bigger, that is, in terms cf 


people and money. 
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And This Man has won his empire for his prod- 
ucts by successful sales strategy . . . for his empire 
is a sales empire, well worth winning. 


In the 98 counties which are WBBM’s primary 
area of response ... This Man’s empire . . . live 
10 million people, whose buying income per family 
is 28% higher than the U. S. average. 


It’s an empire peculiarly responsive to WBBM 
advertisers because of WBBM’s outstanding audi- 
ence and advertising leadership. Let one of our 
men tell you more details about this great market 
... about how to sit behind your desk and win 
an empire. 


50, 000 WATT CBS” KEY, station 
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Pea Canners’ Co-op 
Plans Marketing 
of Record Crop 


Milwaukee, Sept. 1.—To promote 
the marketing of the 25,000,000-case 
1938 pea crop, one of the largest in 
history, Wisconsin pea canners to- 
day advanced another step in the 
organization of the Canned Pea 
Marketing Cooperative by electing 
Norman Sorensen, of Gillette, Wis., 
as president. 

Wendell L. McEldowney, West 
Salem, Wis., was named secretary- 
treasurer. The vice-presidency was 
reserved for a New York state 
member, to be chosen after dele- 


gates from that state have organized 
the industry there. More than 125 
canneries of Wisconsin, Minnesota 
and Michigan were represented. 

Purpose of the cooperative, or- 
ganized with the aid of the state 
agricultural authority and R. M. 
Orchard, legal counsel for the Wis- 
consin Department of Agriculture 
and Markets, is to seek to stabilize 
and stimulate the market through 
uniform grading and price report- 
ing services, outlining of merchan- 
dising plans for its members and by 
direct advertising. 

Following Tuesday’s election, the 
board of directors appointed sub- 
committees to make various studies 
and report to a directors’ meeting 
in Chicago Sept. 16 and 17. By 


that time, organization on a nation- 
| wide scale is expected to be com- 
plete. 


Allis-Chalmers to 

Make Low Priced Combine 
Allis-Chalmers Mfg. Company, 

La Porte, Ind., will start production 

Jan. 1 on what is said to be the 


ket. 
The new combine 
$345 f. o. b. factory. 


will sell for 


Starts Sound Unit 

| Photo Sound, division of Sarra, 
|Inc., Chicago, has been organized 
to produce slide films. S. MacDon- 
‘ald is production manager, and 
| Harry Lang, chief cameraman. 


lowest priced combine on the mar- 


Manufacturers Rush 
to Defense of 
Chain Store System 


New Institute Will 
Analyze Attacks of Out- 
spoken Foes 


| New York, Sept. 1—A powerful 
| new voice was raised this week in 
'defense of the chain store system 
|when the American Manfacturers 


LOOK Families Are Buying Now! 


Averaging 1,555,000 buyers per issue for the first 
6 months of 1938 LOOK led all magazines in news- 
stand sales. This vast, active buying audience, who paid 
over $2,000,000 for the 13 issues of LOOK published 


LOOK Has A Higher Average Newsstand Sale Than Any Other Magazine Selling At Any Price 


during the period, are spending money now for their 
favorite picture magazine and for the products adver- 
tised in its pages. Advertisers have found that LOOK 1s 
anew way to reach and sell the entire American family. 


a7 4 f sae 7 tdi a engage ine | Ps 3 


Institute, Inc., launched an educa- 
tional campaign to answer point for 
point the arguments on which most 
anti-chain propaganda is _ based. 
First target of the institute is Con- 
gressman Wright Patman’s pro- 
posed anti-chain bill. 

Although organized quietly a few 
months ago by suppliers who cater 
to the chain store industry, the in- 
stitute has just become publicly 
articulate. A. L. Clark, vice-presi- 
dent, Slide Fasteners, Inc., is presi- 
dent; A. Felder, president of Felder 
Brothers, manufacturer of leather 
novelties, is vice-president; Nat L. 
Solomon, president, Solo Products 
Company, hair curler manufacturer, 
is treasurer; and C. S. Jacobson, 
Standard Crayon Mfg. Company, 
Boston, is secretary. 


A Question and an Answer 


In the first of a series of booklets 
on the subject issued this week the 
institute took up the question: “‘Are 
chain stores creating monopolies 
and driving independent retailers 
out of business? Do they destroy 
individual enterprise and demoralize 
community life?” 

The answer was set down as fol- 
lows: 

“No. Between 1929 and 1935 in- 
dependent retail stores increased by 
98,640, or seven per cent, while 
chain stores decreased by 19,828, or 
12 per cent. By volume, indepen- 
dent retail stores in 1933 accounted 
for 71 per cent of total national re- 
tail sales, and chain stores 25 per 
| cent, whereas in 1935 the retail vol- 
jo of the independents rose to 73 
|per cent and chain store volume 
| dropped to 23 per cent. (In each of 
|these years four per cent of retail 
{sales were made by catalog, house- 
| to-house and other retail distribu- 
|tion methods.) These facts, taken 
|from government records, explode 
| the myth of the ‘vanishing indepen- 
| dent,’ and the monopoly charge.” 


Protection Against Monopoly 


| 
The booklet asserted that chains 
|are in reality a bulwark against 
|monopoly because they open the 
| door of opportunity to thousands of 
|} small manufacturers who could not 
| afford to maintain nation-wide sell- 
|ing organizations. 
| To the question, “Is the chain 
store alien to a community through 
absentee ownership?” the institute 
| replied: 
| “Eighty per cent of all chain store 
| companies operate less than ten 
| stores each, and all of these are 
;more or less local enterprises. The 
larger chains also necessarily em- 
ploy local workers, rent from local 
landlords and sell many locally 
| made and locally grown products.” 
| Deny Chiseling Practices 

The charge that chain _ stores 
|“‘chisel” on prices and degrade la- 
| bor by depressing wages is denied. 
|The destruction of chain stores by 
|confiscatory taxation would be a 
| catastrophe, the AMI says. 
| “Consumer savings annually on 
|chain store purchases because of 
| their lower prices are estimated at 
| about $1,000,000,000. Further savings 
| of three times that amount are es- 
| timated on purchases in indepen- 
|dent stores whose prices are kept 
down by chain store competition 
These annual savings represent 
| $4,000,000,000 additional purchasing 
'power which would be lost by the 
destruction of chain stores. 

“It would throw out of work 
}some 1,250,000 men and women. 
|now earning annually $1,250,000,000 
in approximately 140,000 chain 
stores. 


Loss to Advertising 


“Practically every newspaper 1! 
\the United States would be ser'- 
ously affected by the loss of about 
$200,000,000 annually in chain store 
_ advertising, representing about half 
| the entire retail advertising bill i 
| the United States.” 
| The immediate danger faced by 
chains, according to the institute, |* 
the expected revival of the Patma” 
bill in Congress. The _ institute 
claims that, if the bill should pass 
taxes on chains would become pro- 
| hibitive Woolworth would pa) 
$80,000,000, though recent earnings 
| are reported at $33,000,000; Penny 
| $61,000,000 out of net income 
$18,000,000, and Kroger, $74,000,00". 
with earnings of only $3,000,000. 
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...and what you don’t know about them 


Automobile tires help to sell a lot of aspirin... Because many 


people engaged in advertising and selling them say that they 
can often cause very big headaches. 


Chain store tires, mail order brands, private brands, ‘“‘mavericks”’ 
made by unknown companies, all seem to create an orgy of 


price-footballing and general merchandising chaos that drives 
admen and marketeers into acute migraine. 


Everybody says the same thing... yet... 


A survey —called the X-RAY EXAMINA- 
TION — has just been completed. A magnifi- 
cent cross section of America. The largest 
survey in all advertising history. 173,571 
families from coast to coast told what they 
bought for their living rooms, bedrooms, 
bathrooms, kitchens, laundries. dud garages 
and automobiles, too! ‘That’s where we found 
out about tires. 


With all the tires on the market the leading 
ADVERTISED tire sti// led! — 33% of the 
car owners in this huge market of families 
who read The American Weekly bought this 
one brand. The second leading advertised 
tire was bought by 21%. The third, 10%. 
In other words, the ‘‘vote”’ for the top three 
came to the amazing total of 64%. 


If you want to see a pretty picture of America 


at its shopping — and advertising doing its 
job —just take a good long look at the 
X-RAY EXAMINATION,whether you make 
and market tires or cold cream, refrigerators 
or face powder, premium gasoline or cleans- 
ing powder — or any other product that sells 
to the millions. No manufacturer or adver- 
tising agency executive can afford to miss this 
new “gusher’’ of information just tapped. 


THEAMERICAN 


Greatest 
Circulation 


= IAWEEKLY 


in the World 
“The National Magazine with Local Influence” 
MAIN OFFICE: 959 EIGHTH AVENUR, NEW YORK CITY 


BRANCH OFFICES 


PALMOLIVE BLDG., CHICAGO ..... 5 WINTHROP SQUARE, BOSTON 
HANNA BLDG., CLEVELAND...... EDISON BLDG., Los ANGELES 
HEARST BLDG., SAN FRANCISCO ...... ARCADE BLDG., ST.LOUIS 


GENERAL MOTORS BLDG., DETROIT . . . 101 MARIETTAST., ATLANTA 
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‘is headlined, “The sign of a place 
that protects your family.” The 
| copy points out that Ruppert’s beer 
‘is on sale only in reputable estab- 
lishments, and adds that “if you 


Care in Selection 
s 
of Outlets Promised ever see a Ruppert sign in a place 
where it doesn’t belong, you'll do 
by Ruppert Brewery sx: stsc*tion’ vesr the Ctr set 


| Jacob Ruppert, president of the) 
brewery, also heads the foundation. 


Institutional Copy Calls 
Protection of Family 
Paramount 


Relax with Ruppert’s 


Following the institutional blast, | 
weekly insertions in half-page space 
will appear in about 350 papers in 
the 30 states where Ruppert prod- | 
ucts are sold. The new slogan,}| 
replacing “Relax with Ruppert’s,” 
will be “Ruppert’s is Right.” All of | 
the newspaper insertions, with the 
exception of the two omg ange, 
promotions, will hammer home a 
product’ story, featuring = such! 
phrases as, “It’s tops at the taps, | 
and tops on the table.” 

Although newspaper space will 
be used in all sections where Rup- 
pert’s is on the market, major em- 
phasis will be placed on the New 
York metropolitan area where the | 
brand is best known. The already | 
extensive use of posters will be in- 
creased during the fall drive. 

The radio show, to be aired over 
WEAF, New York, will be a half-| 


New York, Sept. 1.—A new insti- 
tutional keynote will be employed 
by Jacob Ruppert Brewery begin- 
ning next week when the 71-year- | 
old company starts the most ambi- 
tious advertising campaign in its 
history. The schedule includes 
newspapers, outdoor posters and 
radio. 

The opening shot in the 
campaign will be a 
will appear in the New York Her- | 
ald Tribune and Times to tie in 
with the current educational drive 
sponsored by the United Brewers 
Industrial Foundation, in an effort 
to differentiate between beer and 
hard liquor in the public mind. 

The first insertion, and a similar 
one to appear later in the campaign. 


1l1-week 
message that 


We are pleased to 


Announce 


the publication 
of a booklet on 


SELKOL/ 


Devoted to a brief explanation of the pro- 
cess and the advantages it offers the buyers 
of 24-SHEET POSTERS in quantities from 
TEN to ONE THOUSAND. 


15 CASE HISTORIES 


from actual experiences illustrate the almost 
unbelievable accomplishments made pos- 


sible by GELKOLITE REPRODUCTION. 


hour, 


| handle 
| cigarettes. 


semi-classical musical pro- 
gram augmented by five minutes of 
news. The program will be heard 
twice a week at the dinner hour. 


Ruppert plans were disclosed at. 


two meetings of employes at the 
brewery yesterday. George R. Jor- 


dan, advertising manager, presided, | 
and introduced Philip Lennen, | 


president, Lennen & Mitchell, Inc.. 
the new Ruppert agency. Mr. Len- 


nen explained the entire campaign, 
and a recording of the radio show 


was piped in for the occasion. 


Schroeder Advanced 


Lester Schroeder, who has been 
space buyer for Blackett-Sample- 
| Hummert, Inc., New York, has been 
| appointed manager of the media de- 
|partment. He succeeds Robert Mc- 
Nell, who becomes an account ex- 
ecutive. 


Agency for Pall Mall 


American Cigarette and Cigar 


| Company, New York, has appointed 


Young & Rubicam, New York, to 


advertising of Pall Mall 


To Union Oil 


Doris Pritchard, formerly with 
Jefferson K. Wood Advertising 
Company, has joined the advertis- 


‘ing department of Union Oil Com- | 
pany, 


Los Angeles. 


’ 
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NEWSPAPER COPY FOR ‘SOAP FLAKES 


KIRKMAN SOAP FLAKES 


Hew yee tot Eremes Snag Mates 


Kirkman Test Drive Advance Date for 


May Alter Plans 
for 1939 


New York, Sept. 1.—Kirkman & 
Son, Inc., maker of Kirkman soap, 
and a Colgate-Palmolive-Peet sub- 
sidiary, was today checking results 


|of a test campaign in Albany and 
Schenectady newspapers which may | 


/used publication advertising 


point to a shift in 1939 advertising 
plans. 
Kirkman promotion, in the past, 


has been devoted largely to the use | 


of premiums, and the company has 
only 
compara- 
A campaign in 


intermittently and on a 
tively small scale. 


_metropolitan newspapers was started 
|early in 1937 and this year was ex- 


|of the state. 


panded to include the northern part 
Copy ran about 350 
lines. 

The test drive, in Albany and 
Schenectady, was entirely separate 
from the regular campaign. Full 
page copy featured Kirkman soap 


‘tlakes with about half the space de- 


| fied Kirkman 


| product. 


voted to reproductions of four store 
posters which prominently identi- 

dealers during the 
test period. - 

En bloc, the four posters made a 
heading for the text, which was a 
plea for a ““money-back test” of the 
The usual premium offer 


was definitely subordinated. 


During the test week, merchants 
prominently displayed Kirkman 


soap flakes prominently in their 
stores. They also increased, by 
three or four times, the amount of 


local tie-in advertising. 


Vesely Named 
Marketing Specialists, 

cago, has added J. 

will serve 


Inc., Chi- 
E. Vesely 
as executive 
dent Mr. Vesely was 
vith the Chicago 
Commerce as 
‘esearch 


vice-presi- 
formerly 


director of business 


Campaign for Woodward 


Pacific Coast farm papers are be- 
used in a fall campaign for 
Woodward frost dispellers, wind 
machines giving frost protection to 
citrus groves. Darwin H. Clark Ad- 
ertising, Angeles, handles the 
account 


,uU 
ing 


Los 


Bowers Joins Mutual 


Edward Bowers has joined the 
sales staff of the 
ing System in the 
He was formerly Western manager 
for Paul H. Raymer Company, New 


York 


New Kleenex 
Network Serial 


Chicago, Sept. 2. — International 
Cellucotton Products Company will 
shift from magazine to radio adver- 
tising on Kleenex Oct. 3, L. E. Meyer, 
advertising manager, said today. It 
had been previously expected that 
the change would be made Jan. 1. 

Magazine copy is scheduled for 


“appearance this month and in Oc- 


who | 


Association of | 


Mutual Broadcast- | 
Chicago office. | 


tober issues. November and De- 
cember insertions will be sus- 
pended. 


The new radio show is similar in 
nature to programs previously 
sponsored by Kleenex, being a five 
times a week, live talent serial, 
titled “Her Honor, Nancy James.” 
It will originate in New York and 
will be heard over 40 stations of 
the Columbia Broadcasting System 
from 12:15 to 12:30 EST. Barbara 
Weeks and Ned Weaver are the fea- 
tured players. 

Lord & Thomas is the agency in 
charge. 


New Praublon Paper 


The first issue of Plumbing & 
Heating Business, new monthly 
trade paper covering the national 
plumbing and heating contracting 
trade appeared last week. Pub- 
lished by Plumbing & Heating Pub- 
lishing Company, New York, it is 
the official publication of National 
Association of Master Plumbers. 


Before making 
up your fall 
budget see 
what WFBR has 
to offer! 


In Baltimore, itd 
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A PITCHERS GOTTA HAVE 
A FAST BALL — 


CAND A’ CURVE 


OR A CHANGE. 
OF PACE 


WAWEIOISCUOS 


my) = A YOUNG & RUBICAM SECRET 


‘“‘’ PITCHER’S gotta have a change of pace to 
make good in the big leagues.” 


And it’s our belief that you’ve got to have 
change of pace in advertising, too. 


Repetition of the main selling idea is essen- 
tial. But we believe it important also to present 
that main idea in constantly fresh ways so that 
it never loses interest for the reader. 


» on 
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YOUNG & RUBICAM, Inc. 


NEW YORK 


CHICAGO 
TORONTO 


DETROIT -» 


MONTREAL 


ADVERTISING 


HOLLYWOOD 
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Advertising Produces 
Profits: The Tenth of a Series 


lced Confection Sales 


Near Record of Billion Units 


New York, Sept. 1.—Back in 1928, 
after 20 successful years as an ice 
cream and baking supply house, the 
Joe Lowe Corporation decided to 
expand. A Popsicle division was 
started to market frozen confections 
on a stick, with the result that last 
year 700,000,000 such items were 
purchased from Joe Lowe licensees. 
Sales so far this year are even 
higher, and company officials pre- 
dict that 1938 volume will pass the 
billion mark. 

Consistent and intelligent promo- 
tion has made this record possible. 
Point-of-sale advertising and ex- 
tensive use of premiums have been 
the chief instruments, although a 
coast-to-coast Popsicle radio show 
was aired this summer as an ex- 


Golden Gate Exposition tells 

its story in pictures... chooses 

Hammermill Offset for rich, 
clean reproduction 


periment. This innovation was a 
success and plans are being laid for 
another radio program next year. 

The Joe Lowe Corporation is not 
in the business of manufacturing 
confections, and the only frozen 
products turned out at headquarters 
in New York are for experimental 
use. Some 2,000 local ice cream 
makers in this country and Canada 
make Popsicle products under 
licensing agreements. Patents held 
by Joe Lowe cover all frozen prod- 
ucts mounted on a stick. 

Besides its pioneer product, Pop- 
sicle, the company includes Fudgicle 
and Creamsicle in its line. In addi- 
tion, many of its licensees make 
their own private brands of “frozen 
lollypops.”” Among such aren 


JUVENILE DELIGHT DRAMATIZED AT POINT OF SALE 


LOOK. FOR THE SEAL 


REFRESHING _ 
SAVE THE BAGS FOR SWELL GIFTS 


One of Joe Lowe Corporation's colorful store posters used to merchandise iced confections to youthful consumers. 


Displays 


in retail outlets account for a large part of the advertising budget. 


with wide distribution 
Humors and Cheerios. 
The Popsicle Division spends a 


are 


in display work at retail outlets. 
Simon Friedman, advertising man- 
ager, calls this emphasis on point- 
of-sale promotion “the cornerstone 
upon which Popsicle profits have 
been built.” 


Strong ORAM ¢ of its pre- 


TREASURE ISLAND . . 
in the world.. 


“One picture is worth a thousand 
words.” It’s certainly true if the pic- 
tures are good . . 
duced. 


. and well repro- 
Good pictures like the one 
above are good salesmen. The Golden 
Gate Exposition sends out thousands 
in portfolio form. 

Three requirements were laid down 
for producing these portfolios. Rich, 
clear-as-the-original reproductions 

. Clarity and readability of type 
captions .. . and low cost to permit 
wide distribution. To meet these re- 


SEE FOR YOURSELF the good job of reproduction that 
can be done on Hammermill Offset. Send coupon for a 
full size press sheet of the complete set of eight Treasure 
Island views. The supply is limited, so get your set now. 


HAMMERMILL 


OFFSET 


iad THE MAKERS OF HAMMERMILEL BOND 


quirements Exposition officials speci- 
fied Hammermill Offset. 
Hammoermill Offset is a wise choice 
for your broadsides, booklets, cata- 
logs—any advertising piece that’s 
planned to get results. It assures you 
the type of job that makes your 
message stand out on customers’ 
desks. Reproduction on Hammermill 
Offset has life and snap and character. 
This paper is closely formed and sur- 
face sized. Colors stay where they 
belong—on top of the sheet. They 


. largest man-made island 
. site of the 1939 Golden Gate Inter- 


national Exposition on San Francisco Bay. 


hold accurate, fine-line register and 
maintain all their brilliance, sparkle 
and clarity. 

The special finishes of Hammermill 
Offset print without trick make-ready 
and give an unusual third-dimension- 
al depth to illustrations. Type has 
pleasing clarity and readability. And 
both sides look and print alike—a 
feature that makes possible the sav- 
ings of work-and-turn printing. Be 
sure to specify Hammermill Offset 
on your next Offset job. 


Hammermill Paper Company 
Erie, Pa 

I'd like to have a press sheet of the 
eight pictures of the 1939 Golden 
Gate International Exposition. Please 
send one to me if the supply stil! 
holds out. 


Name 


Position 


(Please attach to your business letterhead) 


Good | mium offer 
| Popsicle’s rapid progress from a 


good share of its advertising budget | ing staple known the country over. 
| Every window sticker, counter dis- 


| wrap Popsicles, 


| 


| prices. 


is another reason for | 


little-known novelty to a fast-mov- 


play and piece of promotion men- 
tions a premium offer. Bags which 
Fudgicles, and 
Creamsicles are redeemable in mer- 
chandise at any of 12 premium sta- 
tions in key cities. 


Large Premium Volume 


As an indication of the impor- 
tance which is attached to selling 
through premiums, the Popsicle 
division has distributed to consum- 
ers through its licensees a total of 
15 million premium catalogs thus 
far this year. The New York pre- 
mium office is currently handling 
14,000 premium mailings a week, 
and Mr. Friedman believes the vol- 
ume may rise to 30,000 a week 
within coming months. 

Popsicle has never done any pub- 
lication advertising, aside from 
newspaper notices seeking to attract 
listeners to the radio program. Spot 
radio was used prior to this sum- 
mer, when the first network show 
was launched over CBS. The live 
show was also transcribed and 
broadcast over other stations, with 
the program being heard over a 
total of 90 stations. 

The program selected to carry the 
Popsicle message was “Popeye,” the 
spinach-loving sailor man of comic 
strip and movie film fame. The 
show, a 15-minute serial, was aired 
three evenings. Featured product 
was Creamsicle, a new addition to 
the line this year. The premium 
plan was also widely promoted on 
the air. 

Still another merchandising pro- 
motion employed by Popsicle is a 
tie-up with local amusement parks. 
The current week, for example, is 
“Creamsicle Week” at Palisades 
Amusement Park, just across the 
Hudson River from New York. 
Buyers of Popsicle confections in 
this area have received with each 
purchase a strip of free tickets to 
park rides. Some of the tickets 


the entire price of the entertain- 
ment, while others offer reduced 


Popsicle has used this stunt for | 
the past three years, and this sum- 
mer 900,000 tickets have been dis- 
tributed to purchasers. A 
week last year attracted 142,000 
children to the park, and a greater 
number is expected this week. 

All of the Popsicle promotion is 
aimed at children, yet Mr. Fried- 
man estimates that adults buy one- 
fourth of the products. It appears 
that parents are willing to shell out 
a five-cent piece for their children 
to buy a Popsicle, just so that they 
will have an excuse for having one, | 
too. ‘| 


| 


similar | 


Roberson to Federal 


John E. Roberson will join Fed- | 
eral Advertising Agency, Inc., New | 
York, on Sept. 12 as account execu- 
tive. He was formerly new business | 
manager of Charles W. Hoyt Com- | 
pany, New York. | 

| 


Richey & Rice Expands 
Richey & Rice, Inc., Louisville, 
Ky., has expanded its quarters and | 
is now occupying a complete three 
story former residence building. 


: — *|}moved from Des Moines to 
including that for admission, cover 


| assistant to F. K. Montgomery, 
| president in charge of sales of Na- 
| tional Biscuit Company, 


Cleveland Stylists 
Tie Up Market 
With Air Races 


Cleveland, Sept. 1.—A tie-up in 
dates with the National Air Races 
insures overflowing attendance at 
the first Cleveland Market Week, 
Sept. 6-8, executives of Cleveland 
Fashion Institute, sponsor of the 
event, believes. The air show will 
be staged Sept. 3-5. 

An invitation to retailers to view 
the offerings of 183 Cleveland ap- 
parel manufacturers participating 
in Cleveland Market Week was 
issued today in the form of a rail- 
road ticket, reading in part as fol- 
lows: 

“The holder of this ticket agrees 
to accept all responsibility for any 
increases in the volume and profit 
of his or her department or store 
attributable directly or indirectly to 
passage on the Prosperity Special 
and his or her visit to Cleveland 
Market Week.” 


Satisfaction Guaranteed 


“The holder agrees without quali- 
fication to enjoy himself to the full- 
est at Cleveland Market Week; to 
be completely and unreservedly 
astonished at the values offered in 
the merchandise there displayed; to 
accept his share of the prosperity 
that will accrue to all visitors; to 
drink deeply of the valuable mer- 
chandising ideas that will be pro- 
vided by Amos Parrish and Marion 
Taylor.” 

Lang, Fisher & Kirk, agency for 
the National Air Races, also handles 
promotion for the market, first pro- 
jected last spring when the Cleve- 
land Fashion Institute was organ- 
ized. 


Shapiro Joins “Look’ 

S. O. Shapiro, formerly with 
Macfadden Publications, New York, 
has been appointed circulation di- 
rector of Look. Headquarters of 
the circulation department will be 
New 
York. 


Dic-A-Daily Bows 

Patent Cereals Company, Geneva, 
N. Y., maker of Dic-A-Doo paint 
cleaner, has introduced Dic-A-Daily 


| for daily cleaning and water soften- 


ing. Moser & Cotins, Utica, N. Y., is 
the agency. 


Gets Abercrombie Account 

David T. Abercrombie Company, 
New York, camp outfitter, has ap- 
pointed Redfield-Johnstone,  Inc., 
New York, to direct its advertising. 
Sportsmen’s magazines and direct 
mail will be used. 


To National Biscuit 


A. W. Kasten has been appointed 
vice- 


New York 
A. W. Sherer has been named man- 
ager of the advertising department. 


DISPLAYS 
Designers & Builders 
a inneniO8 raaveuine prc 


ADVERTISER'S. DISPLAY STUDICS 
er 4236 


825 So. Wabash Ave. - 
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September 5, 1938 


ADVERTISING AGE 


“Wee Willie” Keeler had a simple success secret. 
To explain how he rapped the ball just out of reach of 
the fielders, he said “I just hit em where they ain’t.” 

But advertisers don’t want to miss customers. 
They want to hit ’em where they ARE—reach people 
who can BUY. 


In Los Angeles 
Here's where 
they ARE... 


county, for example, 


there are 235,000 


families with incomes 


above $2000 per year. They have a combined buying 
power of more than a billion dollars a year. They spend 
two-thirds of the money spent in the county. They are 
any advertiser’s best prospects. 

The Times reaches these PRE-SELECTED 
PROSPECTS more thoroughly, and at less cost, than 


any other Los Angeles newspaper. 


HIT 'EM WHERE THEY 


ARE 


Times morning 
And here's how 


to HIT 'em.... 


circulation is largest 


on the coast; 228,366 


for the first quarter 


of 1938; Sundays 361,787. Repeated surveys have 
proved and re-proved that The Times covers the 
families who buy the bulk of practically every adver- 
tised product. 

For proof, write to Williams, Lawrence & Cres- 
mer Co., New York, Chicago, Detroit or San Fran- 


cisco; or to The Times. 
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ADVERTISING AGE 


September 5, 1938 


Predicts Rosy Future 
for Sponsored Films 


New York, Sept. 1—Commercial 
film production exceeded $9,000,000 


in volume last year, according to 
the new edition of Quigley Pub- 
lishing Company’s “International | 
Motion Picture Almanac.” Grow- | 
ing use of the medium, it was} 
added, points to a substantial in-| 


crease in this figure during 1938. 

Delving into history, the book 
traces the growth of commercial 
films from post-war days up to the 
present, offering typical production 
and distribution figures for current 
films. 

The majority of commercial films, 
the Almanac reports, are designed 
for non-theatrical snowings and are 
chiefly short trailers and animated 
films. It is added, however, that 
“the perfection of the sound on film 
process and particularly the adap- | 
tation of sound to 11 millimeter film | 
revived the never entirely reed 
interest in longer films as a medium | 
for institutional promotion.” 


Production Costs $850 and Up 


Approximately 50 national adver- 
tisers are making consistent use of 
commercial films, it is asserted. 


| 


|A third big distribution channel for 


Prices paid by these advertisers | 
average $850 for production of a} 
90-foot trailer in black and white 
with an unknown commentator; 
| $1,000 for black and white in dia- 
logue and $2,200 to $5,500 for the 
same type of film in color. One- | 
minute animated cartoons cost) 


| about $2,200 in black and white and 


$3,000 in color. 

Major factors in the distribution | 
of these “minute movies” are Gen- 
eral Screen Advertising, Inc., and 
Screen Broadcast Corporation, oper- | 
ating in a similar fashion. 


Rate Books Issued 


Rate books are issued, from which 
the advertiser may select the locali- 
ties and theaters in which he wishes | 
to exhibit. 

based on average weekly atten- | 

ance, this figure being $2.50 for | 
showing of a 50 to 60-foot trailer 
|in a theater with an average weekly 
attendance of 1,000. There is a mini- 
mum charge of $5 per theater. 
two companies offer a combined 
circulation of 25,000,000 per week. 


INQUIRING REPORTER TECHNIQUE 


ISNT THIS THE SHORTENING 


YOU USEO TO MAKE Jim's 
BIRTHDAY CAKE? 


Sencecle new low-cost pure cogil duitteting with that whipped creaminess 


Yves ims Scoce my pEAe 
ve BEEN 
Since wit THE MOST 
WONPERAA RESULTS. 


VS'ING IT EVER 


The Reving Reno-te bated Howsew re 


re 


SOOCw BHT Came 


Local housewives are invited to tell their own version of Scoco's baking qualities 
in a campaign eaamnaned bende Southern Cotton Oil Company. 


Distribution charges are | commercial films is the Motion Pic- 
ture Bureau of the YMCA. 


The first major use of commercial 


| films began immediately following 
the world war, 
| ments, when scattered companies 
The | were 

moting 
services. (National advertisers, how- 
|ever, used motion pictures for pro- 


the Almanac com- 


making stock reels 
approximately 30 


pro- 
retail 


stations, 


next . 


tions in mail received. 


And a close fourth . . 
quests just behind WSB’s 


Bear in mind that these 


5,000 WATTS—DAY 
1,000 WATTS—NIGHT 


NATIONAL 


bg!!! fi" Ny, 


WMC was fourth out of thirty-four sta- 


. its 14,724 re- 


consist of one 500,000 watt station and 
two 50,000 watt stations. 


de: 


ATR 
fs 


4? 
45 978d | Wy ® 
oO * t 1? f fi oe 
A Vises a // 


e This is a (true) story of W M Cc 


AND THE THREE GIANTS 


| os the makers of California Syrup. 
of Figs offered to listeners of 34 radio 
a picture of the cast of the 
“YOUNG WIDDER JONES” 
WLW, with 500,000 watts, 
requests. WOR, with 50,000 watts, was 
. . WSB with 50,000 watts next, 
and WMC, with 5,000 watts, was fourth 

. fourth in actual volume of mail pulled. 


program. 


ther. 
pulled most ce 


was first! 
entire list 


of 34 


Here is proof of the pulling. Proof so 


convincing ... $ 
16,032. 

three “giants” 
country. 


And WMC's 


For further details of this amazing story in mail pull- 
ing, write WMC, Memphis. 


These results are certified facts, furnished us by the spon- 
sors advertising agency. 


Owned and Operated by 


THE COMMERCIAL APPEAL 


THE BRANHAM COMPANY 


_ REPRESENTATIVE 


Te 


iti 


5,000 watts did a pulling job compara- 
tively equal to these mastodons of power. 


But this should interest you even fur- 
In actual cost per inquiry, WMC 
On the 
the cost for obtaining it, 


makers of California Syrup of Figs only 
O08 plus cents per inquiry to reach these 
proven listeners over WMC, 


you must agree with us when we say WMC 
is the nation’s biggest time buy . 
of the brightest business spots 


basis of mail pulled and 
WMC lead the 


stations. It cost the 


o striking that we know 


. in one 
in the 


MEMPHIS 


NBC 
RED 


| only 


motional purposes even earlier than 
this.) 

Companies making these stock 
reels rented them to storekeepers 
and arranged for exhibition in local 
theaters. 


Newspapers’ Reaction Cited 


“The rapid evolution of the ad- 
vertising picture induced a parallel 
interest in the longer sponsored 
films until 1931, shortly after the 
development of sound, the whole 
screen advertising field seemed at 
the point of a boom. In that year 
Paramount and Warner Brothers 
initiated a movement among Holly- 
wood producers to make and dis- 
tribute sponsored shorts, guarantee- 
ing circulation in their own circuits. 

“Advertising agencies reacted en- 
thusiastically, one of them estimat- 
ing that $66,000,000 worth of screen 
advertising might be sold annually. 
When the enthusiasm reached its 
height, the press, which saw a 
serious attack on its source of reve- 
nue from a medium to which it 
devoted columns of publicity, and 
exhibitors who objected to the pros- 
pect of finding advertising mixed 
with the product they purchased, 
raised a storm of protest. Violent 
reaction followed. The producers 
cancelled their plans immediately 
and their affiliated distributing com- 
panies and circuits adopted strict 
policies against advertising on the 
screen. 

“In the reaction, all variations of 
advertising pictures, including the 
short trailer, which had not been 
directly concerned in the contro- 
versy, suffered a severe setback. 
Several factors shortly brought a re- 
vival of interest in the short trailers, 
but it was not until 1936 that spon- 
sored films attained sufficient vol- 
ume to become of interest again.” 


YMCA BUREAU OFFERS 
MAJOR FILM OUTLET 

New York, Sept. 1.—Of growing? 
significance in the distribution of 
sponsored films is the Motion Pic- 
ture Bureau, operated by the Na- 
tional Council of the Young Men’s 
Christian Association, which sent 
out its first program 27 years ago 
with but scant thought to the pos- 
sible expansion which later took 
place. 

Beginning as a purely YMCA ac- 
tivity, the bureau now supplies 
more than 25,000 exhibitors, with 
YMCA and allied groups making up 
nine per cent of the total 
audience. 

The bureau’s latest report shows 
that exhibitors served in 1937 used 
more than 400,000 reels. Every pic- 
ture did not reach the entire audi- 
ence of 15,000,000, but bookings were 
scheduled in accordance with the 
wishes of advertisers. Many compa- 
nies release pictures for specially se- 
lected groups of consumers, while 
many exhibitors, on the other hand, 
specify the type of subject matter to 
be shown. The booking department 
prepares schedules with special at- | 
tention to the 
catalog is issued 
subjects available. 


annually, listing 


Commercial Tie-in Permitted 


An illustrated bulletin, 
the picture 


featuring 
and product of the ad- 
vertiser, is issued with each adver- 
tising film. These are mailed to 


needs of both and a| 


groups desirable to the sponsor and 


Local Testimonials 
Add Strength to 
Shortening Copy 


New Orleans, Sept. 1.—News- 
paper copy localized by use of testi- 
monials from housewives of each 
city is now appearing in behalf of 
Scoco vegetable shortening, follow- 
ing employment of the “inquiring 
reporter” technique in sampling 
campaigns. 

Southern Cotton Oil Company, di- 
vision of the Wesson Oil & Snow- 
drift Company, used the reporters 
as initial copy appeared in each 
city. They reinforced the news- 
paper advertising by making per- 
sonal calls on housewives and leav- 
ing a sample of Scoco with a short 
educational talk. After a reason- 
able time elapsed, they made call- 
backs to get the users’ reactions. 
These reports not only assured the 
company that its product was being 
well received under actual kitchen 
conditions, but that most of the 
users were enthusiastic. 

A thumbnail halftone of the 
housewife quoted is used, with her 
name and address and the company 
is itself happy over results of the 
plan to allow each user to talk in 
her natural language to readers 
who often know her in person or 
by reputation. Recipes are also 
featured. 

Southern is widening its territory 
rapidly with large space in news- 
papers. Half pages are usually used 
and subsequent copy containing 
testimonials approximates this size. 
Fitzgerald Advertising Agency, New 
Orleans, is in charge. 


serve to create a demand for the 
picture. In addition, as schedules 
are prepared, advance notices are 
sent to advertisers in sufficient time 
to permit the setting up of mer- 
chandising activities in local areas. 

The service of the bureau is fur- 
nished on a cost basis. As a YMCA 
enterprise it is strictly a non-profit- 
making activity. The bureau guar- 
antees a minimum audience of 
12,500 for every print, except for 
special, selected groups, and the dis- 
tribution cost is $75 for one-reel 
subjects, with sound, and $60, silent. 
Two-reel pictures are $100 and $80, 
for sound and silent, respectively, 
and three-reel subjects are $115, 
and $95. 

The average cost to the advertiser 
is from 75 cents to $1.50 per show- 
ing, depending upon the length of 
the picture. Average number of 
showings for each picture is 75 a 
year, and the average audience is 
250 persons. 


Turpentine Farmers 
to Raise $250,000 


American Turpentine Farmers’ 
Association has decided to amend 
its by-laws to permit assessments 
for advertising and will assess 
members 50 cents per unit for a 
campaign to feature the superior- 
ity of gum turpentine over substi- 
tutes. 

The total fund to be raised will 
be $250,000. 


Drive for Chronograph 


An expanded consumer campaign 
for Pierce Chronograph, a Swiss 
wrist watch which is a timepiece, 
stop-watch, telemeter and tacho- 
meter all in an ordinary size model, 
will be launched in newspapers and 
magazines Oct. 15 by Pierce Watch 
Company, New York. H.C. Morris 
& Co., New York, is the agency. 


Gets Tennis Account 

Harvard Specialty Mfg. Corpora- 
tion, Cambridge, Mass., manufac- 
turer of table tennis equipment, has 
appointed Bennett & Snow, Inc., 
Boston, to direct its advertising. 
Business papers and magazines will 
be used. 


directed to Sar 


and Package Store 
owners in the East. 
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ADVERTISING AGE 11 


Illinois Ban on 
Small Bottles to 
Affect Liquor Sales 


Package Stores Fear 
Diversion of Business to 
Taverns 


Chicago, Sept. 1—Sale of liquor 
in miniature bottles has been pro- 
scribed by the State Liquor Control 
Commission, effective Jan. 1, 1939, 
thus putting Illinois in the category 
with 45 other states which frown 
on use of small bottles. The order 
originally set Sept. 1 as the date on 
which such merchandise was to be 
withdrawn from sale, but extended 
the time in order to allow dealers 
to dispose of stocks on hand. 

While distillers generally favor 
the new edict, designed to keep 
liquor out of the hands of minors 
and motorists, the order will exer- 
cise a profound effect on distribu- 
tion channels. Package liquor stores 
have sold large quantities of liquor 
in miniature bottles, and the thirsty 
citizen is likely to repair to the 
nearest tavern in the future when 
he wishes to slake his thirst. 


Chains Liked Them 


About 40 per cent of the liquor 
business of some of the chain stores, 
such as United Cigar Stores Com- 
pany, is said to have been accounted 
for by miniatures. Some of the 
drug chains have also done a heavy 
volume in the tiny containers. 

The sale of liquor in miniature 
bottles, containing 1 6/10 ounces, or 
one-tenth of a pint, was started by 
the distillers as a sampling plan. 
Many made the price extremely at- 
tractive in the hope that the user 
who liked the brand would stock 
it in quantities. In recent years, so 
many states have forbidden use of 
the small bottles that their handling 
on the necessary limited scale has 
been a nuisance to packaging de- 
partments. 


New England 
Lawyers May Start 
Newspaper Drive 


Worcester, Mass., Aug. 30.—A 
newspaper campaign sponsored by 
the County Bar Association to pro- 
mote the functions of its members 
is under consideration here, it was 
disclosed today by Judge George E. 
O’Toole, president of the group. An 
agency has not yet been appointed. 

Present plans call for newspaper 
copy designed to educate the public 
to use lawyers when necessary, a 
drive which would be similar to 
those launched by other bar as- 
sociations in various parts of the 
country during the past year. 

These campaigns, it is recalled, 
have achieved varying degrees of 
success. In November the bar as- 
sociations of Washington and Ore- 
gon launched a radio show as a test 
venture. Continuation of this drive 
was later voted down. 

Atlanta lawyers, however, spon- 
sored a campaign that was reported 
to have been very successful. 


“New Equipment Digest” 
Names Representatives 


Equipment Digest Publishing 
“ompany, Cleveland, an affiliate of 
‘he Penton Publishing Company, 
Nas announced the appointment of 
the following to represent New 
Equipment Digest, purchased last 
May: Frank O. Rice, Cleveland 

ritory; J. H. Robison and Lloyd 

nonson, Chicago, Midwest terri- 


‘All three men have been with 
icRae’s Blue Book for a number 


years, and will cover the terri- | 
ries in which they formerly repre- | 


nted that publication. 


To Ruthrauff & Ryan 


Gulf Brewing Company, Houston, 
Ly has appointed Ruthrauff & 
yan, Ine., Chicago, to handle its 
ivertising. 


WORLD'S LARGEST DISPLAY WINDOW FOR FAIR Sisneueunnt Connon ‘Hodges to Inaugurate 


Plans Series of Tours New York Ad Club Course 


‘4 The Seventh International Man- The Advertising Club of New 
My = agement Congress, which will meet | York, will open its 15th annual ad- 
Sat : Sept. 19-23 in Washington, D. C.,/| vertising and selling course Oct. 24, 
has planned a series of tours to pre- | with a list of 25 speakers represent- 
cede and follow the congress. ing all aspects of advertising. En- 
The tours include trips to New| rollment will be limited to 600. 
York City, New England, New York Gilbert T. Hodges, New York Sun, 
to Washington, and an 11 day trip) will open the course with a lecture 
to the Midwest. Nathaniel W.! on “How to Get Ahead in Advertis- 
Barnes, 347 Madison avenue, New | ing and Selling.” E. J. Hegarty, ad- 
York, is executive secretary. vertising manager, Standard Ajir 
Conditioning, Inc., will direct the 
course again this year. 


DAL 


Gets Stromberg Electric 


Stromberg Electric Company, Chi- . : 
cago, manufacturer of time record- Joins Selznick 
ing instruments, has appointed Bat- Roger McDonald, who recently 
ten, Barton, Durstine & Osborn,| resigned from Sherman K. Ellis & 
Pan-American Airways is building a window in hangars at the Golden Gate Inter- Inc., Chicago, to handle its adver-|Co., New York, has joined Selznick 
national exposition so visitors can watch the arrival of the China Clipper. tising. International Pictures, Los Angeles. 


e stock movers 


ila 


192,000,000 idustiy 
) keeps busmess at 
lowe. 1938 


The stockmen of Oklahoma and North Texas, 
marketing $192,000,000 worth of livestock and livestock 
products in 1937, have been an important factor in 
moving merchandise from dealers shelves in 1938. 
With the best grazing and pasture conditions since 


1929, the 1938 cash income from this source promises 
to exceed $200,000,000. 


This huge income represents more than half of the 
area's total cash income. It has kept Oklahoma and 
North Texas in the spotlight on the Nation’s sales map 


while other sections were slowing down. 


Business is good NOW in agricultural Oklahoma 
and North Texas. To get your share of it, cultivate 
this market through the only farm paper with more 
than 217,000 Oklahoma-Texas circulation ... . 
The Farmer-Stockman. 


Je FARMER 
STOCKMAN 


OKLAHOMA CITY. OKLAHOMA 
AH SMA — ISHING COMPANY @ WKY 


AILY OKL AAHOMAN A COLA ee ‘city TIMES 
; EX -@) OLORADO SPRINGS 
‘BY TI E. k <ATZ GENCY C 
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What's the Matter With New 
England? 


If the recent report of the New 
England Council, indicating indif- 
ference on the part of New Eng- 
land manufacturers to the problem 
of cultivating public good will, may 
be taken at face value, it represents 
a situation which may explain 
many of the troubles with which 
New England, as a section, has been 
confronted in recent years. 

Perhaps the native conservatism 
of New Englanders was unduly re- 
flected in the response to the in- 
quiry made by the Council on such 
subjects as advertising and publi- 
city, but it is reasonable to assume 
that the information obtained was 
fairly accurate. If so, a rather dis- 
couraging picture of the attitude of 
New England industry toward the 
public which supplies its capital and 
labor, and furnishes a large part 
of its market, has been presented. 

In its inquiry into the general 
subject of the public relations as- 
pects of New England industry, the 
Council found that only a small per- 
centage of the companies addressed 
are willing to make public some of 
the elementary facts about their 
businesses, in which outsiders have 
a legitimate interest. 

Only 263 replies were received as 
the result of 2,500 questionnaires 
mailed to manufacturers, and of 
those replying only five identified 
themselves as advertisers. This is 


| 


|a_ pretty 


small proportion, if we | 
think of advertising as an indica- 
tion of alertness both in marketing 
and in keeping the public—meaning 
present and prospective customers. 
as well as workers and the com- 
munity—informed. 

Maybe what is wrong with New 
England is a disposition to withhold 
information which has a _ direct 
bearing on the acceptance of a com- 
pany’s products, as well as its stand- | 
ing in the community. Maybe Mr. 
Emerson’s dictum about the world | 
beating a path to the door of the 
man who makes a better product 
has been taken too literally. May- 
be, in short, New England is hiding 
its light under a bushel so success- 
fully that the world doesn’t know 
about the many good things it has. 

The New England Council has 
won a reputation for constructive 
effort in attacking the common 
problems of business and the com- 
munity in a section of the United 
States famous for its industry, its 
thrift and its adherence to the mode 
of life for which the Revolution 
was fought. Those same character- 
istics should be of immense value 
to the nation today—provided they 
are coupled with a modern view- 
point which is expressed in telling 
the world about the advantages of 
doing business with New England. 


An Eccentric Editor? 


In the series of articles on Capt 
Medill Patterson, publisher 
of the New York News, which ap- 
peared recently in The New Yorker, 
the head of one of the most success- 
ful publishing enterprises in the 
country was held up, not too sym- 


Joseph 


pathetically, as an eccentric genius 
who enjoys doing things no other 
editor would even think of. 

For example, Capt. Patterson, it 
was reported, frequently dresses in 
old and with the 
denizens of the Bowery; stands in 


clothes mingles 
line at the movies and listens in to 
the conversation of the great com- 
mon people; and in general exposes 


himself constantly and directly to 


contacts with the grimy, sweating 
multitudes who make up a large 
part of the public in the greatest 


center of population in the country. 

We are inclined to 
habits as smacking more of genius 
than of eccentricity 


regard these 


Certainly an 


editor who is trying to serve a 


community or a group is working 


in the dark if he does not know | 
what these people are thinking 
about: how they live, what they 


want out of life and how they are 
hoping to get it. If he does know 
about the things they are worrying 
about, he is certainly in a better| 
position to reflect their viewpoint. 


It has been charged many times 
recently by some who have a po- 


litical ax to grind that newspaper | 
editors are out of touch with the | 
public, and hence attack political | 
activities which in fact are in line | 
with what the public wants. Gen- | 
lerally speaking, we think the criti- 
cism is unfounded. But if it is true 
that editors are speaking from a 
lofty perch high above, then the 


methods of Capt. Patterson might | 
well be commended to them as the | 
first knowing what 


their readers are thinking and doing 


step toward 


The great editor is not merely a 
reflector of but he 
needs to know it if he plans to im- 
prove it. 


life as it is 


— 


COPYWRITER'S EFFORT IS HOT STUFF 


The 


Reprinted by special permission of 
The Curtis Publishing Company 


— 


Saturday Fvening Post copyright 1938 by 


“Golly, Maw, some o' that radio advertisin's caught afire!"’ 


Ad-libbing 


New Sales Clincher 


The illustration shown here 
comes from the London Times via 


W. HERTS. 
Strongly built House. 
AWAY FROM MILITARY OBJECTIVES. 


OLD WORLD POET'S GARDEN. 
Also beautiful in Winter—firs. 

10 ROOMS. GARAGE & ROOM. MAIN feRyicrs 
£2,750 FREEHOLD & POSSESSION. Al REPAIR. 
All secluded—quiet cul-de-sac lane. 
CHORLEY WOOD & CHENIES STATION (bus 9 mins.). 
60 trains daily. to London in 35 mins, 

Apply Owner. Box 4967, The Times, 72, Regent Street, W.1, 


the Chicago Times. In the first 
paper it was an ordinary real estate 
advertisement for a 10-room subur- 
ban home available at a reasonable 
price. In the second paper it was 
the basis for an editorial captioned, 
“Good Old U. S. A.!” 

The reason, of course, is that line 
just above the illustration, which 
says: “Away from military objec- 
tives.” As the Chicago Times points 
out, we have our grief and troubles 
in this country, “but at least our 
newspaper advertisements’ don’t 
have to steer prospective home 
owners away from military objec- 
tives and drug. stores. aren't 
handling gas masks yet.” 


Maybe It Was the Heat 

A couple of weeks ago Morris I. 
Pickus, president of Personnel In- 
stitute, Inc., Chicago, decided that 
his organization, which does apti- 
tude testing, job proficiency an- 
alysis and vocational guidance, was 
ready to take on a lot more busi- 
ness, and therefore should do some 
promotion. 

So. Mr. Pickus sat down with a 
classified telephone book and 
checked off 45 Chicago advertising 
agencies in the medium-size group. 
To each of the 45 went a letter 
which read 

“You have been selected as one of 
the advertising agencies in Chicago 
to submit plans for an advertising 
campaign on our $10 Aptitude Test- 
ing Report.” 

The budget for the campaign, ac- 


cording to Mr. Pickus, was set at 
$10,000 for a three-month test 
drive; but he didn’t mention this 


figure in his letter. Instead he en- 
closed leaflets describing the scope 


of the Institute’s work, and con- 
cluded with this request: “Next 
Wednesday morning, August 10, at 
0 a. m. we will show samples of 
our work and explain the details of 
the proposed campaign. Please ad- 
vise if you will have a representa- 
tive here.” 

Did all of the 45 chosen agencies 
|send their acceptances back by spe- 
| cial messenger? They did not. Eight 
| said they would be present. Three 
| said they were not interested. The 
| remaining 34 didn’t bother to reply. 

And so Mr. Pickus is confused. 


| He thinks maybe he should be in| 


the agency business instead of the 
personnel business, because if there 
are 37 Chicago agencies which don’t 
want any more business, it ought to 
be a mighty good field for anyone 
who isn’t too busy to solicit ac- 
counts. 


Signs and Portents 

Leed’s Restaurant is pretty much 
annoyed at the people who run Sal- 
mon Tower in New York, and it’s 


about it with half a dozen all-re- 
vealing signs in its windows. 

“Announcement,” these signs 
shout. “Due to grossly excessive 
rental of $80,000 per year we are 
compelled to suspend operations. 
Our landlord has refused us any re- 
lief whatsoever. We regret the in- 
convenience caused our 
and the loss of employment to our 
employes, numbering approxi- 
mately 100.” 

They also regret, no doubt, that 
they are still 
year for the privilege of 
these announcements 
dows of their 
space. 

But not every tenant is annoyed 


posting 
in the win- 
otherwise empty 


)or one thing and another. Such as 
| the two ladies who run a dress shop 
}on 57th street, and whose door 
|bears the neat inscription, “Gone 
Fishing. Back in a couple of weeks.” 


Jottings 


Simon & Schuster continue defy- | 


ing the conventions in the advertis- 
ing of their Their latest 
was the newspaper copy for “The 
World Is Mine,” 
of verbatim 


books. 


selections from the 
ravings of the critics, each fragment 
of the copy neatly tagged with ref- 
erence numbers so that the original 
source of the words could be iden- 
tified 


ne, 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1398. The Evansville Market. 

The Evansville, Indiana, market 
has been put under the microscope 
for inspection in this new 40-page 
study issued by The Evansville 
Courier. Population, with an anal- 
ysis of nationality, home ownership 
and living conditions, spendable in- 
come and retail sales are among the 
subjects covered in detail. 


No. 1364. No Other Publication Does 
This for Farmers. 


Farm Journal has issued this bro- 
chure showing how it gathers news, 
interprets news that affects farming, 
and delivers both in time to be use- 
ful to farmers. Several examples of 
the publication’s four-day writer- 
to-reader service are given. 


No. 1391. 
Book. 


The first circulation book of Sim- 
plicity’s Prevue magazine is off the 
press and now ready for distribu- 
tion. In addition to a brief history 
of Simplicity’s Prevue and its wo- 
men readers, and a breakdown of 
Simplicity’s coverage, the book 


First Prevue Circulation 


telling a large portion of the world | 


-| tribution, 


patrons | 


paying $80,000 per | 


at his landlord. Some are just an- | 
|noyed at business, or the weather, | 


composed entirely | 


gives comparisons with the circula- 
|tion of other leading publications 
| by states, cities, etc. 


|No. 1392. Selling 1939 Cars. 

| Time magazine, analyzing the 
_“Security Base” market, points to 
i'the new car buying plans of its 
readers as a definite indication of 
the present mood of this market. 
|Some 73 per cent of Time families 
/expect to buy a new car within the 
/next two years, this survey reveals. 


|No. 1352. 
Still Further. 


In this new brochure, Columbia 
Ere System gives details 
| 


to Shrink Space 


concerning 14 new stations and 94 
major station improvements since 
August, 1937. Stations of the Cana- 
dian Broadcasting System are in- 
cluded, with information on their 
/'use by CBS advertisers. 


| 
No. 1354. Los Angeles, Key to the 
Southern California Market. 


This study, issued by Los Angeles 

Herald and Express, tells the mar- 
ket story of this area, with analyses 
of population, sales and their dis- 
industry and commerce 
and other factors. Several pages 
‘illustrate the scope of the paper’s 
merchandising and home economics 
cooperation and dealer contacts. 


No. 1367. Rapid Copy Service Com- 
pany Stats. 

This reference manual, issued by 
Rapid Copy Service Company, con- 
tains a host of time, money and 
labor saving applications for the 
photostat user. Numerous lettering 
effects, bas relief, curved, and 
|colored ‘stats and ’stat montage are 
among the _ interesting examples 
| shown. 


|'No. 1394. Hagstrom’s Maps and 
Services. 


This new 90-page catalog, issued 
by Hagstrom Company, Inc., con- 
tains examples of road maps, U. S. 
state, city and county sales maps 
and map tack service, special maps 
and many unusual varieties, printed 
in color to represent actual sections 
or reproductions. 


No. 1378. Order Getting 


In this brochure, McGraw - Hill 
Publishing Company describes the 
McGraw-Hill Reference Service, 2 
| group of six reference units, each 
covering a_ specific field, such as 
food, textiles, mining, etc., with data 
sO arranged as to require a mini- 
mum of effort on the part of the 
men who specify and buy 


| 


aed 


ore . ; : me ‘ : ‘= ; ad . ye f ; i a Foe ¥ : eked _ : 5 3 é Bye lc AT i es - Pas =e 3 Fe J ov Gz ee * ge Te ee % i 
y = e . : “3 : 
po ma : : = acc omen : a a nN me 
e 
5 s 8 | 
ae Bas pony . 
aT. Bias Cyseme net vf | 
ARR 2 Ree ; ; oo : 
& a OE Beane OR CE te MAF es MR TPF 
i kee Sei i Sa re ae ae cama cae enact Lone ee hE PS 
a a | uae” Bea Bree Ra es cee eee Le Tp 
‘ae ___ ——————— —_—__—— ae ee age gs SS ech ce ian Poh See es teens Sa 
: AS OE a yo RRR ee coe i te BO oo shee sateen aa Rds 
4 ee... . ~— ere 86 iH emma ts 
be PO PP Ss Bee 8 Loa hitnaccae mm a Ge oe Roe ae 
ae Rey % OL SOLE DE et f ey | 
‘s en ee. he 
RMB a he ie Dre inne Bp : Bh. Mo SI a eg aa RO rs | 
B ee Sr SEE SIGS ee he Be oS st reg 2 an ap RO Pye < | 
4 oe pare Viet =e | ee | Pee | 
. I ea eo: ies Su eres Aer ay ne Sema sae ie a aM Se ER | 
oe. ee es iia ie #2 PE el ac Ow BE & ea OE Biss y Re 
35! 9 OR» Raa Sei bese pam oe ie eae ee oe pre oe ete see a 35 8 oft ental aa 
+4 - = : ST = ‘AAA? tine SR Liebe ee wie oe eee: «Pel Be sisi: eS eee i ae Bor 
s MRE Gee 8 a an, oe Pes a ee a es ae ae 
: Po | ee og tee, & Bee phe take Tok ce he a NERS Sn RONEN Ra RL SR ie, Sa Te ESOT. RUS ee eae 
a A NS tate are eee ree ae ea mee a es 
: oe Eee eae Be Se amis 43 a 
strate I ee ae ee ir alana cra ea abet no Sage 2 
Seale et bi Bea sh 2 REPRE Et bib MG NS ae Re ete 
F: P ti Sie BiH gg. Fs hc ie a NS aS OR SEN RR DD 
; ae Bee 8 es Oats Petar ee Pie meee wie oe tLe. 
; ee MOU Oe a a 
Pee ak ae LEO OM nL LER Re Le ee a Gs BR eR seit RG CB, RI es 
| Bie ie © ee 2 Deter eee Bs ao ae ties Pit a se ee Ca Saae See RR ee: 
= — ees - | gee F ” PROCES EE ae 1 S656 BoE Doon ars ronnie oer eae CRE ne ny te Ses aR Ra 
‘ Rigs RES SS gaa er ont . ESSE SeXy Ao iy SR OS IS ae ee ae aes ae | 
: r ba Ras ae | Sep = eas ne ety cae «Ait nS sa Sg A 5 OR 
g a ae | Bie ha Rn LR io SS BM, en 
x Be ae & eee hs ne a 
Ay | B 6S Nee ee : 
: Pipa e Bee M i? Beton nes Neg, a 
” Eg Ske * te | eae nat epist a : aS OS Sie a Naa OR 2a 
a * Sie Cah oe is BIN SO yee a a a | 
J ch eee I Ne ee 
: as 3 Bs rer cog f a DE TOS UR tM ET AG MOR IAD | 
; : ae: Ba Bo We pee 3 ERROR ea ol Ree 
a | eo if Ag E iogst He 3 ees po: RS ies Ps boi ges 
s ——___ ee Bike ae | ee: rca pees yok Se SEE II i ee IE. 
= | ; hee be : Seca Bae iit” om Bia, Saree ssi Set 3 oc Beene tee 
Es eee va 1 | ees EM a, «= Ih eae eo? cote a 
Tren bs ; ii ee a as 4 arite AL AE ORR ll RA OR LOT A, Oo 
4 _—_ — — Me ‘e Beg BET oo oe RS Ee ee i hee yg 
‘3 ee AY. Tt Maen ae ig ee CRE Ty Ate OER OCI SIR } 
= BEER ERR ce a a Sabbah RO OLE, 
r | Mss Aare te ee % CHT Seay “sy DE OL a Cy ae eae pe on 
iets See oy aes 3) aS Keir gaa FE SEE IC RL } 
; Saag : Fs ce a. | mee BBN de DerceciaiacBerctrse 5 SR Ses A | 
Se aioe : at ; BRS RR ie ce se ene 2S ars cae 
ie Shea sia ne oa wage gk LR ERs OPO ts 
: ' iad q : Beir % ti GEE TOM es 
a PO | (oo gee § aaa < 342 SE LE A ESSA SI RG ER BD 
2 a amadid — —_——_—_—_—_——— | aS eS aaa 4 ie Fe SSS OIE” att ch? ithe Bias Da 
ee Be srrtt PCL ee oS: LSS SE TOAD EB 
i’ et fee: ft ie ae nee SEES 3 
5 P ee. oe a ee ud te as IP RRP a ies ight 
me ; : GREER eee eS tee fF ee re tes Ieee 
ih. isis tring 8 it, Sh ge 2 ge i, aaa fe Ss Be oe ae ae ieee So il, Py 
ee 
| ee | 
og 
RR RR RI RR Cn RAE NIT AE Nn AO NN a 
hie ag 
a Pe 
. | | pe 
oF 
: ERR é 
if ae =| 
-_" aS a 
* Sa il nn by ts ule a 
? iq m" a oe al J > 4 na 
oe te a ad ; : 
(es 3 ‘ 
2 pei * ‘a7. % * > 4a > 
- ‘24. Pe 
3 [ . WP sy P e xo he z 
a eet 
1’ ae cena Pf 
a 
he! ae a 
Pi 
ll 
pele 
48 
Fai 
¢ P 
_ 
x 
ee 
3 
~4F ! P 
. ¥ BRS & a F a ‘ , ‘ ee f ; * 7 a ae ; > . o0 o- ad a. 6 ~ ‘ -1es pee. ’ q ; ‘ 5 es . - salt} Pui 
fit ot 


or. 


September 5, 1938 


ADVERTISING AGE 


MARSHOLE PILD & Co 


te te one 


change @ ~ 
) ce10Gwe R 


Chicago Tribune 
Lead Over 
2nd Chicago Newspaper 


‘ 


Ast 6 mos. 1934 


stores, during the first six 


Sn mote the Tribune than they placed in 


chs of 1934, placed 65,555 more lines of 
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advertising— 
newspaper. 
sr rtbune’s ead over ene second CHiCaee 
ership in history. 
the first six months of this 
ali other Chicago news 


readers are their primary market. 


which Chicago’s great department stores are placing 
on Tribune advertising to get the daily trafic and sales 
volume they require. 

Indicated also is the increasing proportion of Chicago's 
department stores sales accounted for by Tribune readers 
—the millions of dollars worth of dresses, hats, shoes, 
suits, furniture, radios, refrigerators, floor coverings, lin- 
gerie, cosmetics, furs, and other articles which the hun. 
dreds of thousands of Tribune readers buy. 


Pirie by the chart above is the increasing reliance 


Chicago’s Largest Constant Audience 


Chicago department stores are increasing the proportion 
of their advertising in the Tribune because they know it 
reaches Chicago’s largest constant audience. The fact that 
these great stores placed in the Tribune during the first 
six months of this year more than 50% of their entire ex- 
penditure for newspaper advertising is evidence that Tribune 
readers are their primary market. 

From first-hand experience these great retail organiza- 
tions know that as the newspaper which is most success- 
ful in selling its own wares, the Tribune is most effective 


in helping them sell theirs. Their daily sales records show 
that the Tribune audience is not only the largest but that 
it buys more. 

Men and women in every income group are attracted 
to the Tribune by the scope and quality of its news report- 
ing, its vigorous character and its many features, comics 
and helpful service departments. 


Primary Market for Advertisers 


As a result, the Tribune every day of the week reaches more 
than 690,000 families in Chicago and suburbs. It delivers an 
assured, constant audience of from 242,000 to 477,000 more 
city and suburban families than can be reached through 
other Chicago newspapers. It is the only newspaper with 
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majority coverage of all families in metropolitan Chicago. 

In laying your plans to get maximum return for every 
dollar you spend in this market, consider the experience 
and practice of Chicago department stores. Through the 
Tribune you can get the friendly interest of a tremendous, 
able-to-buy audience which, as evidenced by the chart 
above, is accustomed to turn to the Tribune for buying 
ideas about practically everything sold at retail. 


Low Advertising Cost 


No matter what you sell—or at what price you sell it— 
you can increase your sales by building your advertising 
program around the Tribune. Rates per 100,000 circula- 
tion are among the lowest in America. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


AVERAGE NET PAID CIRCULATION DURING THE OFFICIAL SIX-MONTH PERIOD ENDED MARCH 31, 1938: TOTAL DAILY, 857,963—TOTAL SUNDAY, 1,115,643 
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ADVERTISING AGE 


September 5, 1938 


Voice of the Advertiser 


a This department is a reader’s forum. 


Twin Embarrassment 


To the Editor: In the Aug. 15 
issue of Time I happened to notice 
a case of duplication or “twins.” 
Enclosed you will find the two ads 
that caught my attention. 


the same studio and model in illus- 
trating their copy. 

Advertising confidence is at stake 
and it is possible that adverse com- 
ment will be directed at the editors 
of Time for not having notified one 
or the other of the two advertisers. 

Bos McC Lure, 
Meredith Publications, 
Des Moines. 


 _ 3 


Wilson Disclaims Tie-up 
with Match Scheme 

To the Editor: 
issue of Aug. 8 that State Bev- 
erage Commissioner Burnett of 
New Jersey decided against per- 
mitting a tie-up between resort and 
liquor advertising on match books 
and that the decision § involved 
Wilson whisky. 

We take this occasion to advise 
you that at no time did the Wilson 
Distilling Company seek any such 
ruling from Commissioner Burnett 
and that Wilson Distilling was 
never interested in any 
scheme. 

We are supplying you with cop- 
ies of correspondence indicating 
that this idea originated with a 
salesman for a match company and 
our company’s name was_ used 
without our permission or consul- 
tation. 


The match company’s regret of 


the incident clearly indicates that 


our company was in no way in- 
volved in this petition. 
JACK BIRNBAUM, 
Advertising Manager, Browne 
Vintners Company, Inc., New 
York. 


7 © F 


This Marks Windup of 
3) ae hd 

Ummph” Session 

To the Editor: According to the 
lead-off letter in your “Voice of the 
Advertiser” this week, there seems 
to have been some discussion about 
the use of ‘“‘U-u-mph” in advertis- 
ing. 

I have no intention of staking 
out for The Sun a claim to “first 
use” of this expression in an ad- 
vertising way. (Someone would be 


sure to come forth with a previous | 


use.) I am, however, 
our page “U-u-mph” 
from the May, 
Esquire. 

As you probably know, this ap- 
peared on the newsstands as early 
as April 15th and plates were in 
the hands of the publication before 
March lst of this year. 

KENNETH MAson, 


submitting 
advertisement 
1938, issue of 


Promotion Manager, The Sun, 
New York 
and still the “umphs” go 
on 
Comes now Snuggle Rug Com- 


The ad-| 
vertisers have evidently employed | 


We note in your | 


such) 


Letters are welcome. 


TWO PRODUCTS, BUT A SINGLE FACE 


NOW THE SMALL BUSINESS Can ADOPT Si I've seen the Family-needs 


veseect OF 49 


pany of Goshen, Indiana, to claim 
|prior use of the typographical 
burp in its May, 1938, advertise- 
ment—thereby putting Standard 
Oil of Nebraska in the echo class. 
| However, it was ‘way back in 
March, 1938, when we of the Bucy- 


rus-Erie copy staff relieved our- | 
selves of the first big, healthy, | 
'bold-face “umph” as a result of our | 


javid appetite for 
corny gags. 

Immediately afterward we 
a teaspoonful of soda in 
water, and went back to 
our copy in plain English again. 
Aucust LEeIpy, 
Bucyrus-Erie Company, South 
Milwaukee, Wis. 


| Let this be a letter 
“Ummph”’ letters. 
| I have no _ quarrel 
| amount of “ummph” 
|gle Rug Company of Goshen, Ind., 
or in the gasoline of Standard Oil 
of Nebraska. In fact, I have no 
|quarrel with anyone. 

However, it is a matter of record 
that we 


to end all 


with the 


did some very high-class 
“ummphing’’—using two “mms” in- 
stead of one ‘“m’’—for our client, 

| Buick, as early as November of 


For 
attached 


last year. 
the 


further 
proof. 
ROBERT COPELAND, 

Arthur Kudner, Inc., Detroit. 

(Editor’s Note: Thanks for mak- 
ing the suggestion that we wind 
up this discussion, Mr. Copeland 
Amen. Sorry that Mr. Leidy’s evi- 
dence arrived too late for repro- 
|duction. What has puzzled us most 
in this controversy is that nobody 
has jumped up to question the 
tency of the “Ummph" 
wonder.) 


details, see 


po- 


appeal. We 


v v v 


“Little Acorn” Adage 
in Advertising 

To the Editor: 
interest in the 
editorial 


I have 
Aug. 29 


read with 
issue the 
Adver- 


“Big Business in 


ee. es OO 


heres something 7 


uns COMPU! 


ent 


The | = = Sun 


Two more contestants for first honors in the national 


New York Sun and 


5 — en Re tere 6 te tell te te Cet = the mae ORE 
Sree mms 


tt en Ovwensse preeomr ane Foeeus Pane 


"“Ummpf" 
Buick, shown above. 


derby are The 


OWNTIT TLEETOM COUPONT EMeOSe + GRNGIRATONS OF Ted sUTEMeT, MTL EPHORE 


THIS profilable lool Forecast, I direct my life insurance 
of big business money seven ways 


Dollar, you do this! 
‘Dollar, vou da thaph’ 


see them gm bore 


The ata mee re ‘Insurance Company 


we rer OUNDED 1% r4nt AMEE ee 


—— = 


tising.” I agree with you heartily. 
Too few are using advertising as 


Hollywood's | 
took | 


warm | 
writing | 


in the Snug- | 


|a competitive weapon. The reason 
is not hard to find. The belief that 


| one must spend a great deal of 


/money to use advertising satisfac- 
| torily has been permitted to take 
|/root because of two factors: The 
one is that the outstanding adver- 
tising successes are users of large 
|space which stops many from even 
attempting to start. The other fac- 
|tor is that all too few in the adver- 
|tising profession are willing to take 


the trouble to build accounts 
‘through the use of effectively 
/planned small space intelligently 


|merchandised. This state of mind 
‘rests against a background of mod- 
lern advertising agency overhead— 
|the great amount of work necessary 
‘to build an account—the reluc- 
| tance upon the part of advertisers 
|to pay a fee differential to make 
up for small commissions earned 
through the building up stage. 

| Publishers might cooperatively 
‘find a way of stimulating advertis- 
| ing agents in the creation of more 
new accounts by paying higher 
| commissions for business that is 
'really new when shown that the 
|agency has developed an intelligent 
|plan of using the advertisements 
|of the new account to build a firm 
foundation for the eventual use of 
| larger copy and/or more media. 


From the publisher’s viewpoint, 
large unit national advertising as 
a whole rests entirely on too few 
accounts and particularly on too 
few industries—chiefly automobiles, 
cigars and_ cigarettes—beverages 
and liquor—beauty preparations. 

There is altogether too little na- 
tional advertising of food—too lit- 
tle of home furnishings and too 
little apparel advertising. Summed 
up, too many are waiting for the 
tomorrow when they can start by 
using large space. 


ARTHUR ROSENBERG, 


President, Arthur Rosenberg 
Company, New York. 
a 


Horse and Buggy Term 


To the Editor: I am surprised 
that the editors of ADVERTISING AGE 
resort to an incorrect, horse-and- 
buggy term for business papers in 
the Getting Personal column of 
your Aug. 22 issue. 

As you know, Mrs. Hanford buys 
space for industrial, trade and pro- 
fessional papers and business paper 
space buyer is the inclusive, accu- 
rate and accepted term | RS 
her function. 


WALTER PAINTER, 


Advertising Manager, Power 
Plant Engineering, Chicago. 


Magazine | 
EXCLUSIVELY FOR 


COTTON FARMERS } 


TT 
Wit 
\| 


In SELECTING advertising media, with an 


eye to definite, tangible sales results at the low- 


est possible cost. 


today. 


in the final analysis, 


in a big way. 


Consider the sales possibilities created by the 
1938 Cotton Crop now being harvested; and. by 
the $130,000,000 price adjustment payments now 
And remember that 50 per cent of 
every dollar of farm income 
from cotton, cotton seed, and soil conservation 
payments to COTTON FARMERS. 


tive estimates place this year’s income to Cotton 


being made. 


Farmers from these sources 
The 
a guarantee “dd. 


collective ly - produc 2 


bales—or one-third of the 
I ° 4 crop. 
tisers can't afford to miss! 


never before 
power” been a more important factor than it is 
Mass circulation is a 
ability to buy and desire 
to buy are the things that ring the cash register 


American Cotton Grower is published and 
edited exclusively for Cotton Growers: 
paid circulation into the homes 
of 200.000 above-ave rage Cotton Growers, who. 
approximately 
average 


has “buying 


sacred cow’: but. 


a 


$130,000,000 
SUBSIDY PAYMENTS 
TO COTTON FARMERS 
NOW BEING MADE 


As provided in the Agricultural Adjust- 


ment 


mailed. 
in the South comes 
Conserva- 


at $900.000,000. 


and has 


4.500.000 
total annual 


That's a $300,000,000 market adver- 


Judged by every 


index or measure of comparison, the American 


Cotton Grower deserves a 
lists, 
ices are offered advertisers. 


i 


Special facilities and merchandising serv- 


place on preferred NEW 


AMERICA 


Grok 


NATIONAL ADVERTISING 


CHIC 
KANSAS CITY 


Act of 1937, checks totaling $130,- 
000,000 for price adjustment payments to 


COTTON FARMERS are 


NOW being 
And with the harvest of the 1938 


cotton crop now under way, this additional 
money flowing into the hands of the pro- 
ducers of the nation’s greatest money crop 
will provide 
buying power 
every alert advertiser. 


cotton farmers with added 
a fact that should interest 


tae a 


MOROWER 


nit wg 


REPRESENTATIVES 
YORK... 
GO... 658. 


.. John H. Conway 
C. Billingslea Co. 
J. J. Farrell 
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HYGIENE APPEAL 


One of the magazine layouts that will 
tell women the whys and wherefores of 
B-ettes this fall. 


Safety, Reliability 
Get Emphasis in 
B-ettes Copy 


New York, Aug. 31.—A broadened 
consumer appeal will mark the fall 
advertising efforts of the B-ettes 
Corporation in support of its sani- 
tary tampon. Full pages in October 
issues of Good Housekeeping and 
Pictorial Review will start the drive. 

The campaign theme will be 
“modern sanitary protection really 
costs no more than older ways.” The 
copy, which refers to acceptance of 
the product by Good Housekeeping 
and the Journal of the American 
Medical Association, states that 
“your physician knows about this 
method of sanitary protection and 
will tell you that it is perfectly re- 
liable and hygienic.” 

A newspaper campaign in which 
names of local dealers will be listed 
is scheduled for more than 200 pa- 
pers, with B-ettes assuming all 
space costs. Other magazines on the 

chedule are The American Weekly, 
Cosmopolitan, Ladies’ Home Jour- 
nal, McCall’s, True Story, and 
Woman’s Home Companion. Busi- 
ness papers will be used in advance 
of the consumer effort. 

Mackay - Spaulding Company, 
New York, is the agency. 


Ban on Interstate 
Liquor Copy Sought 


Re-introduction in Congress of 
bills checking and possibly halting 
liquor advertising in interstate com- 
merce and eliminating all spirits ad- 
vertising from radio broadcasting is 
again being sought by the National 
a acaae and Prohibition Coun- 
cil. 

This group is a clearing house for 
all temperance forces including the 
International Order of Good Temp- 
lars, whose New York state chapter 
met recently in Albany and dis- 
cussed legislative procedure. 


Fined for Misbranding 


Armour & Co. was fined $300 in 
federal court, New York, last week, 
for alleged misbranding of butter. 
The company entered a plea of guilty 
to six counts charging violation of 
the pure food and drug act. Spe- 
cifically, the defendent was charged 
with having sold Siberian butter in 
Boston, in containers labeled “made 
n USA.” 


Introduces Odorono Cream | 


_Northam Warren Corporation, 
New York, is planning a national 
ampaign in women’s magazines, to 

omote a new anti-perspirant, Odo- | 
no in cream form. It will be 
ecommended for use after shaving, 
oecause of its astringent action. J. | 
Valter Thompson Company is han- | 
‘ling the account. 


Sigwalt to Evans 
H. P. Sigwalt, formerly vice- 
esident of E. F. Schmidt & Co., 
Milwaukee, has joined Evans As- 
ciliates, Inc., Chicago, as account 
executive. 


Long Transferred 


_ Donald H. Long has been trans- | 
‘erred from the London office of 
‘. W. Ayer & Son to the New York 
iffice where he will handle radio | 
nd general publicity. 


General Motors 
Employes Are Told 
About Surpluses 


Detroit, Sept. 1—How big cor- 
porations cushion economic shocks 
so that employes pass through such 
ordeals with a minimum of dis- 
turbance was revealed in an anal- 
ysis of General Motors operations 
for the first half of 1938 which was 
distributed to employes today. The 
protection of workers was made 
possible, the analysis points out, by 
the surplus which until recently was 
under such bitter attack by enemies 
of big business. 


This surplus, 


does not mean excess money in be 


bank or excess something else 
which is not needed. It bears about | 
the same relation to a business that | 
savings do to a private family. The 
“savings” of a big company are | 
usually represented by land, build- 
ings, machinery, tools, stocks of | 
raw materials or additional working | 
funds. 


Shocks Are Absorbed | 


Dollar sales of General Motors | 
declined 38 per cent during the first 
half of 1938, in comparison with the | 
corresponding period of 1937. The) 
company’s earnings dipped sharply | 
to 70 per cent below 1937. Average | 
employment, however, was only 27 | 


pe the second quarter, since “tem- | 
porary stoppages of work” in the | 
first quarter of 1937 made compara- 
tive figures unavailable. 

Though hourly wage rates of 
|General Motors reached a new peak 
‘during 1938, average weekly earn- 
ings were lower than in 1937, due to 
a shorter work week, the report 
said. The shorter week, however, 
helped to create more jobs. 


Report Defines Surplus 


Two out of every five jobs in 
General Motors have been made 
| possible by surplus, the report as- 
'serted. Surplus was defined as ad- 
|ditional capital earned and put 
| back to work. In addition, this use 


“Akron Thnen-Beeen” 
Sold to “Beacon Journal” 
| The Times-Press, Akron, O., a 
Scripps - Howard newspaper, has 
been purchased by the Akron Bea- 
con Journal. Publication of the con- 


solidated newspaper will be from 
the Times-Press plant. 
Ralph Burkholder, editor, and 


Grant Stone, business manager, will 
continue with the Scripps-Howard 
organization in other cities. John S. 
Knight is publisher of the Beacon 
Journal. 


Publishes Special Issue 


The Times Herald, Port Huron, 
Mich., published its International 


| Blue Water Br idge issue Aug. 4. It 
per cent less, and weekly wages 25 | of surplus has created jobs in other | contained 162 pages with 15,853 
the bulletin said,| per cent less. The last figure covers industries. |inches of advertising. 


Are Linked Together in New England 


WNAC Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 


Bridgeport 


iN 


WiIcc 


WCOU Auburn 


ew Haven 


campaign is well 


THE 


ae 


YANKEE NETWORK, INC. 


under way. 


WNLC New London 
WCSH Portland 
WLBZ Bangor 
WFEA Manchester 
WSAR Fall River 
WNBH New Bedford 
WHAI Greenfield 
Lowell 
WLLH pl 
WLNH Laconia with a network broadcast. 
WRDO Augusta 
Lewiston 


Purchase of products with which they have become familiar is 
characteristic of the people of New England. Hence, when the name 
and story of your merchandise have been impressed on the residents 


of that extensive territory from Connecticut to Aroostook your sales 


The Yankee Network provides comprehensive facilities for reach- 
ing all New England, sixteen stations giving complete local coverage 
in every major market. Each station is a vital factor in any sales cam- 
paign, commanding an enthusiastic audience receptive to Yankee 
Network's popular programs. This strong and exclusive combination 


assures you the largest New England audience it is possible to reach 


To sell New England you must tell New England. And your mes- 
sages can be given most economically and effectively through the 
| 6-station facilities of The Yankee Network. 


(21 BROOKLINE AVENUE. 


BOSTON, pers NCEE TS” 
EDWARD PETRY & CO., INC., Exclusive ae Sales Representatives” 
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Refailers Warned 
That Credit Laxity 


ls Hazardous 


NRDGA Asserts Most 
Installment Sales Are 
Burdens 


New York, Aug. 30.—The trend in 
the department store field toward 
reducing, or entirely eliminating, 
carrying charges in connection with 
installment purchases was the sub- 
ject of a warning statement issued 
today by the National Retail Dry 
Goods Association, pointing out that 
the average store is operating its 
deferred payment department at a 
loss. 


Based on Study 


The statement was based on a 
study recently completed by a com- 
mittee headed by W. S. Martens, 
credit manager of Carson Pirie Scott 
& Co., Chicago. The study showed 
that income from carrying charges 
in the average department store, 


W. Earl Simpson (right), president, One Spot Company, dictates his morning mail 


TAKING THE PANGS OUT OF SUMMER CHORES 


ADVERTISING AGE 


in comfort at headquarters on a farm ten miles from Baltimore. | 


practically standard at one-half of | 
one per cent a month on the unpaid 
balance, provides less than half the 
cost of handling this deferred pay- | 
ment business. The average store | 
reporting in the survey incurred ex- 
pense of $27,897 in handling de- 
ferred payment business in 1937, 
while total income from carrying 


charges averaged only $13,611. The|one per cent carrying charge until 


figures apply to installment volume 
averaging $784,713. 
The committee estimated that the 


| 


Consumer Credit Is 
Called the Key 
to Business Rise 


New York, Aug. 30.—A vigorous 
plea for conservative judgment by 
merchants on commodity credit 
granting to consumers was sounded 
here yesterday by Charles H. Watts, 
president of Beneficial Industrial 
Loan Corporation and its subsidi- 
ary, personal finance companies. 

Addressing branch managers, Mr. 
Watts asserted that stabilization of 
consumer credit is a major factor in 
“straightening out the peaks and 
hollows of the economic curve,” and 
should contribute greatly to solu- 
tion of the country’s economic prob- 
lems. 

Combating the tendency of many 


|/merchants to be too free or ill ad- 


cost of handling installment busi- 
ness was approximately seven per 
cent of total sales. 


Unwise to Lower Charge 


“In view of this cost,’ said Mr. 
Martens, “retailers will probably 
find it unwise to decrease further 
the widely prevailing one-half of 


such time as we have specific data 
showing us that we can operate 
profitably on a reduced rate.” 


Hospitals are conducted for the care 


and treatment of the sick and injured, 


If Your Sales are Sick, 
Send Them to the Hospitals 


DEDURDRGDOeD 
PpaNweao noes 
ennne@\panne 


of goods and services from soap to steam 


boilers, from food to x-ray equipment. 


vised in the granting of consumer 
credit, Personal Finance Company 
is getting up “Credit Coordinators” 


'in 400 offices of 28 states to advise 


local merchants on credit problems. 

Failure to make prompt and reg- 
ular repayment on finance company 
loans, according to Mr. Watts, is 
often due to over-extension of 
credit in other directions. 

“During the past two years we 
have been conducting extensive ex- 
periments on a national scale on 
advising small merchants and as- 
sisting them in their granting of 
credit,” he commented. “It seems 


iclearly demonstrated through this 


experiment that the average mer- 
chant is a merchant and a salesman 
and not a credit man. 

“The result is that when credit is 
granted by the merchant, it is usu- 
ally granted on a basis of personal 


judgment, which is too hit-or-miss 


to lead to economic stability.” 


Texas Growers 
to Cultivate Cotton 
Market in England 


New York, Aug. 30.—Advertising 
in England to sell Texas cotton will 
be launched shortly in behalf of 
7,000 farmers from 20 counties of 
Eastern Texas who are taking part 
in a cotton standardization program. 
Copy will appear in Cotton and Cot- 
ton Gazette. 

The drive, which will promote 
Lankart cotton, has been inaugu- 
rated abroad because foreign orders 
in the past have usually specified 


'“no Texas cotton.” The new type of 


cotton is said to be in demand by 
spinners everywhere. Farmers get 
premium prices ranging up to $5 
a bale for the Lankart grade. 

The advertising is being placed by 
Lankart Brothers, a Texas seed 
company, as its part of the agree- 


THE MAYOR ACCEPTS 


Erwin C. Uihlein, Schlitz president, pre- 
sents Mayor Hoan of Milwaukee with the 
key to the Brown Bottle. 


New ‘Brown Bottle’ 
Gift of Schlitz 
to Beer Lovers 


Milwaukee, Sept. 1. — Though 
250,000 persons, ranging from hobos 
to royalty, have visited the Schlitz 
brewery since re-legalization of beer 
five years ago, the number will be 
greatly augmented in the future as 


| the result of opening of the “Brown 


Bottle,” 
hall. 

The Brown Bottle contains three 
rooms, each containing equipment 
reminiscent of the inns and castle 
rooms of the middle ages. Years of 
research went into the preparation 
of the guest hall, redolent of old 
world charm. Architect Chester A. 
Patterson and Woodworker Don 
Ruseau of New York collaborated 
effectively. 

The Brown Bottle was started in 
1936, on the 25th anniversary of 
Schlitz’s introduction of the brown 
bottle to protect beer flavor from 
the harmful effects of sunlight. This 
fact was well known to local beer 
lovers and 3,000 of them skipped 
lunch to witness the grand opening. 
Mayor Daniel W. Hoan was pre- 
sented with a golden key, symboliz- 
ing the welcome which all will find 
at the Brown Bottle in the future. 
The mayor then officially dedicated 
the new building to the service of 
mankind. 

The presentation was preceded 
by a band concert by the Schlitz 
Legion post drum and bugle corps, 
and by an entertainment in which 
folk-costumed Schuplatl dancers 
were featured. 


the brewery’s new guest 


“aa but thev have bee - : 'ment by which farmers buy Lank- “s 

4 y have been known to work some paergeaien ore pre yp ral Strike Settled 

proximate 75,000 bales, but output The 16-week strike against Col- 

could be raised to 200,000 bales an- flier Advertising Service, New York, 

nually. marked by widespread sabotage of 
Tracy-Locke-Dawson. car-card advertising, was ended 

las has the account last week by the signing of a two- 


ea eins year contract between the company 
Chicago Admen Plan 


marvelous business cures as well. Tap this wealthy, steady, highly con- 


centrated market. Its easy to reach 


Many an ailing sales curve, broken 


and easy to influence, through HOs.- me., Dale 


PITAL MANAGEMENT, 


under the strain of tough competition 


the recog- and the bill posters’ union. 
in other fields, weak and sagging from : 


nized business paper of the hospital 


* body blows in up-again-down-again . - F Bowling Tournament Council Names Maddux , 
4 ciate Dad inteannll tin teal wad field. Through it you can talk to the Chicago Federated Advertising Rieter’ C. Mites aus Geen - : 
eS ee a Club is sponsoring a bowling league — € assis ant director o P ne : 

its vitality when it has taken the treat- pr ; = _for five-man teams. nage Jersey Advertising Council at 
; * ae ; tical business terms about the business Entries will be accepted until | — eS aa me 

ment that America’s 6,500 hospitals can . ” ms , Sept. 9 by A. H. Frisch, Standard | Was formerly with the New England 


Council, Boston. Amory L. Has- 
kell is the “dollar-a-year” head of 
the Jersey advertising activity. 


|Rate & Data Service, 333 N. Mich- 
igan avenue, who is chairman of the 
committee in charge. 


give it. of conducting institutions for the care 


and treatment of the sick and injured. 


New RCA House Organ 


For here is a market more nearly de- 


Whitney Joins Barlow 


pression-proof than any other—a_ mar- If your sales curve is anemic, give it Service Division, RCA Mfg. Miles Whitney, one-time manager 

: , : ‘ — . —_ Company, Camden, N. J., has|0f George Batten Company, Chi- 
ket in which, in good times and bad. body-building treatment in America’s issued “Wheel Static.” a new | C880, has joined Barlow Advertising : 
money is spent for an unending variety hospitals. house organ devoted to hints on | *seney, Syracuse, N. Y., as vice- 


Ze installing and servicing RCA Victor | President. 
‘ |} auto radios. The magazine is circu- an 

. lated to the members of the RCA|“Preyye”’ Moves Office 

auto radio installation and service : or : ‘ 
station network in all parts of the Simplicity’s Prevue Magazine has 
‘country. Stephen Nielssen is the |™oved its headquarters from 419 
| editor. Fourth avenue to 200 Madison ave- 

nue, New York. 


New KDYL Transmitter Apne — <= 


_ ape 
i-3 


\: Hospital Management 


tn The National Magazine of Hospital Administration < fitective Sept. 5, Station KDYL, 
a Sa sake City, will be on the air 


with an RCA 5-D 5,000 watt trans- | 
mitter, a new 400 foot Blaw-Knox | 
vertical radiator and a _ complete | 
speech input system of RCA and | 


i 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York (li y 


Western Electric equipment. KDYL | 
ef affiliate of the NBC Red net- | 200 BAST ated STRRET, EW YORE 
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‘Success Germs to 
be Isolated by 
Direct Mailers 


Profitable Use of 
Medium Is Convention 
Keynote 


Chicago, Sept. 1.—The greatest ef- 
fort in its history to establish scien- 
tific principles for employment of 
the medium will be extended by the 
Direct Mail Advertising Association 
during its 2lst annual convention 
at the Stevens Hotel Sept. 28-30. 
According to the program outlined, 
‘diagnosis, formula and application” 
are the three steps to be empha- 
sized. 

Lloyd Herrold, department of 
marketing, Northwestern Univer- 
sity, who is program chairman, will 
also be accorded the honor of pre- 
siding at sessions at which his new 
theory of convention making will 
be unfolded. The first session will 
be devoted to a demonstration of 
advertising technique used success- 
fully to teach salesmen the correla- 
tion 
sales activities; case histories of 
many businesses and what the cor- 
rect diagnosis revealed and devel- 
oped; a diagnosis of a complex or- 
ganization with ramified distribu- 
tion and outlets; and a diagnosis of 
a one-man advertising department. 

The second clinical conference 
Thursday will witness the presenta- 
tion of specific formulas for certain 
businesses by five specialists. The 
third will concentrate on applica- 

tion of the principles uncovered at 
' previous sessions. 


Two Group Meetings 


Group gatherings will also be a 


feature of the convention. Seven 
such groups will gather Wednesday 
afternoon and six will convene 
Thursday after lunch to consider 
industrial, retail, financial, social 
service, insurance and direct sell- 
ing advertising. These specialists, 
however, will be given a broader 


picture at the closing meeting Fri- 
day afternoon. In addition to the 


usual Fifty Direct Mail Leaders, the | 


association will offer this year an 
exhibit of foreign advertising as 
practiced by experts of other coun- 
tries. 

Entertainment will be held to a 
minimum, but the banquet Thurs- 
day night promises to attract a rec- 
ord-breaking audience. Formal 
speeches will be banned, but it is 
whispered that the Women’s Adver- 
tising Club of Chicago is preparing 
a unique offering. The annual busi- 
ness meeting of the D. M. A. A. 
will be held during a_ dinner 
Wednesday night to conserve the 
convention’s time. 


Publishers to Hudson 

Hudson Advertising Company. 
New York, has been named tk 
handle advertising for the following 
publishers: Lee Furman, Inc.; Ma- 
cauley Company; Sheridan House, 
all of New York; and Rodale Press, 
Emaus, Pa. Newspapers and maga- 
zines will be used. 


B. M. Hilberts Shifts 


Bert M. Hilberts, for the past five 
years a member of the advertising 
staf! of Nation’s Business and pre- 
viously with the McGraw-Hill Pub- 
ishing Company, has joined the 
nome insulation division of Johns- 
Manville Corporation, New York, 
4S a sales executive. 


Mason to Westinghouse 


. Villiam R. Mason has resigned as 
“Ccount executive of Fuller & Smith 
& Ross, Inec., Cleveland, to handle 
‘dvertising and sales promotion in 
air conditioning division of 
We tinghouse Electric & Mfg. Com- 
aie His headquarters will be in 
ansfield, O. 


Galax to Mears 


yacalax Knitting Company, Galax, 
bo hosiery, has placed its account 
ith Mears Advertising, Inc., New 


York 


between all advertising and | 


Small Home Plan 
Enlists Support 
of Advertisers 


New York, Sept. 
petus to the budding building boom, 
1,000,000 copies of the “Small Home 
Builders Year Book” will shortly be 
placed on newsstands, in model 
homes and the hands of dealers and 
others by National Small Homes 
Bureau, Inc. Participating manu- 
facturers include American Brass 
Company, Buffalo Forge Company, 
Celotex Corporation, 


son General Electric Appliance 
Company, American Gas Associa- 
tion and others of equal caliber. 

The primary purpose of the an- 
nual, 
president of the organization, is to | 
demonstrate that a home can be) 
bought in a single package, and at 
the same time to aid the prospect 
to buy intelligently by prov iding | 
essential information. 

The text is presented in six sec- 
tions including such heads as “De- 
signing your home to meet your 
needs,” “Pay rent to yourself,’ and 
“Good construction is vital to your 
venture in happiness.” 


The initial year book appeared | 


1.—To give im- 


Chamberlin | 
Metal Weather Strip Company, Edi- 


according to W. W. Wooa, | 


A VERBAL HOMER 


, 
j 
] 
Bt 


| Jimmy Foxx, 


tells 
| executives of H. P. Hood and Sons how 


Boston Red Sox star, 


| he does it, while Weston B. Haskell, 
merchandise manager (next to Foxx) 

| and George Carens, Boston Transcript 

sports editor, beam approval. 


| last year and requests for a second 
edition insure immediate distribu- 
| Gon. McClelland Barclay provided 
| the color illustration, and John F. 
| Gowen, formerly with Producers’ 
| Council, acted as editor, with Wil- 
liam E. Fisher as art director. 


New York State 
Plans Fall Bid 


for Tourist Trade 


New York, Aug. 31. — Continu- 
ing its quest for a larger share of 
the tourist dollar, the State of New 
York Bureau of Publicity will 
launch a fall campaign in about 100 
daily newspapers on Sept. 15 to sell 
the scenic and recreational advan- 
tages of the state, according to 
Allan Reagan, director of the bu- 
reau. 

The Empire State has been using 
newspaper advertising to lure tour- 
ists for three years, with spring, 
fall, and winter campaigns each 
year. Papers within the state will 
encourage tourists to remain here, 
while out-of-town papers will be 
used to attract visitors from other 
areas. Kelly, Nason & Winsten has 
the account. 

In addition to the fall drive by 
the state, representatives of upstate 
cities are planning to seek an addi- 
tional advertising appropriation 
from the legislature in order to pro- 
mote the area to World’s Fair visi- 
tors in 1939. A 10-point program 
adopted at a meeting in Auburn 
pointed out that the state has ap- 


propriated millions of dollars for 
the fair, which will directly benefit 
New York City. Representatives at 
that meeting declared that the rest 
of the state should be given a 
chance to benefit through an addi- 
tional appropriation to make pos- 
sible advertising at the fair grounds. 


Clayden Adds Four 
West Virginia Papers 


A. E. Clayden, Inc., will represent 
the Elkins’ Intermountain § and 
Weirton Times in the national ad- 
vertising field, effective Oct. 1, 1938. 

On Jan. 1, 1939, the company will 
also represent the Moundsville 
Journal and the Fairmont Times 
and West Virginian, thus completing 
the full list of the H. G. Ogden 
Group of West Virginia newspapers. 


Rum to Frost 


A. & G. J. Caldwell, Inc., New- 
buryport, Mass., has appointed 
Harry M. Frost Company, Inc., Bos- 
ton, to handle its advertising. News- 
papers and trade papers will be used 
for Newburyport and _ Clipper 
brands of Caldwell rum. 


Leaves Shirtcratft 


Joseph Granett has left Shirtcraft 
Company, New York, after 12 years 
as sales and advertising executive 
and assistant to the vice-president. 


ean 


looked 


me eee 


nb 


... says a Sherwin-Williams dealer 


The New Canaan Lumber Company (Connecticut) recently added the Sherwin-Williams 
Paint line. The only local announcement used was a listing under the Sherwin-Williams 
Trade Mark Heading (see illustration at right) in the New Canaan Directory. 

Soon a number of prospects came in and asked for this brand by name. Mr. Earl 
M. Smith, President of the lumber company, asked the customers how they knew he 
carried the new line. He was told that the manufacturer’s magazine advertising had 


acquainted them with the merits of the product and the Company’s listing under 


oug 


a — | 


me up in n the | 
ht this brand” 


ee 


rer his — 


Sherwin-Williams at “Paints” in the ‘yellow pages’ had directed them to his concern. 


Does your brand name appear in the Classified? Are your local outlets 


easy to find? Let us discuss a plan of Dealer Identification exactly geared to 


your distribution. 


insist 

Sen eae thee riitiame 

Points Versions “Con: 
avers and eadquarters.” 


American Tel. & Tel. Co., Trade Mark Service Div., 195 
Broadway, New York or 311 W. Washington St., Chicago. 
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Many Agency Men : 
on Program for 


Premium Meet 


FTC Viewpoint Will 
Also Add Zest to N. Y. 


Sessions 


New York, Aug. 31.—Inaugura- 
tion of a symposium of agency ex- 
ecutives on merchandising the pre- 
mium offer, and a talk by James A. 
Horton, chief examiner of the Fed- 
eral Trade Commission, on the ap- 
plication of the Wheeler-Lea act, 
are slated to highlight the semi- 
annual convention of the Premium 
Advertising Association of America 
to be held here Sept. 12-16. 

The convention, to be held in con- 
junction with the Atlantic Coast 
Premium Exposition, will also fea- 
ture a round-table discussion on 
“Methods of Pre-Testing Premi- 
ums.” A similar session was held at 
the spring meeting in Chicago. M. 
H. Richards, vice-president of the 
association, will preside over the 
symposium. 


Participants Ready 


Agency executives who have 
agreed to take part in the merchan- 
dising symposium include: Henry 
C. Curran, Compton Advertising, 
Inc.; R. F. Degen, Kenyon & Eck- 
hardt, Inc.; John Hosch, Jr., J. Wal- 
ter Thompson Company; Thomas F. 
Hughes, Brown & Tarcher, Inc.; H. 
C. Miner, Paris & Peart; Kenneth 
Plumb, Federal Advertising Agency; 
and W. W. Prout, Benton & Bowles. 

Premium buyers who will partici- 
pate 
include E. G. Bentley, Brown & Wil- 
liamson Tobacco Corporation; Rob- 
ert Brenner, director of advertising, 
B. T. Babbitt, Inc.; Simon Friedman, 
advertising manager, Popsicle Serv- 
ice-Joe Lowe Corporation; Irving 
I. Ginstling, advertising manager, 
Canada’s Pride Products Company; 
J. A. Hefti, 
P. D. Hursh, assistant to the presi- 
dent, Durkee Famous Foods, Inc.; 
Irving W. Schwarz, vice-president, 
United Profit-Sharing Corporation; | 
and Sam Thompson, sales manager, | 
package goods division, Borden 
Company. 


Goodkind, Morgan Unite 


M. Lewis Goodkind, Chicago 
agency, has become affiliated with 
Raymond R. Morgan Company, 
Hollywood agency. The new setup 
will be known as Goodkind & Mor- 
gan, and will represent the accounts 


Carnation Company; | 


New 


Choose from 8 Philco Farm Radios 


$ 95P 
Complete 
Nothing else to buy! 


Prices slightly higher Denver and West 


Philco’s Appeal to 


in the pre-testing a Market 


Stresses Economy 


} 

| Philadelphia, Aug. 30.—What is 
characterized by E. B. Loveman, ad- 
vertising manager, as the heaviest 
| farm campaign ir the company’s 
| history was initiated last week by 
Philco Radio & Television Corpora- 
tion. The company will saturate the 
| State farm market with information 
in hard-hitting copy to court the 
farmer's radio dollar through the 
Christmas season. 

Though Philco’s mystery control 
is not available to the farm field, 
the company tells an equally inter- 
esting story to the rural audience 
with a claim of economical opera- 
tion through recent technical ad- 
vances, which eliminate need of 
power lines, recharging of batteries 
and wind-mills. 


Nor is the gadget theme entirely 


of Morgan in the Midwest. 


—————_—_—_—__ 


missing, Philco bearing down heav- 


Gives you 1000 guaranteed 
hours of sensational radio 
performance without charg- 
ing or replacing batteries! 


Name 
Street 


Town 


PHILCO'S RESPONSE TO FARMER'S PROBLEM 


PHILCO Invents 


And in addition— 


PUSH-BUTTON TUNING—Yoer six favorite 
stations énstantly at the touch of your finger! 


213 LESS BATTERY DRAIN —Costs less to op- 
erate than even Electric sets! 


NO UPKEEP for first 1000 hours—Philco Power- 


, Pack then replaced at !{ cost of old-style batteries! 


@ NO BATTERIES to recharge, no power lines re- 


quired, no windmill necessary! 


FINER PERFORMANCE — Daytime reception 
superior to farm radios selling for much more! 


@ INCLINED CONTROL PANEL for easy, grace- 


ful tuning . .. Acoustical Sound Chamber and Bal- 
anced Field Speaker for finer tone, greater volume 
... many other enjoyable features to give you and 


your family untold hours of healthful relaxation. 


Buy a Philco — The World's Most Popular Radio—on the 
easiest terms ever offered! Liberal trade-in allowance 
for your present radio or any musical instrument. 
r ee ee ee A A Re 
Philco Radio & Television Corporation, 
3701 North Broad St., Philadelphia, Pa. 
Please mail me the following illustrated folders: 


(SF-1) 


0 1939 Philco Farm Radio I 
0) 1939 All-Electric Radio | 


0 Please arrange for a Free Home Demonstration. 


County 


State 


‘ily on the importance of “instant 
electric push-button tuning.” The 
/campaign will be concentrated 
‘largely in the South and Middle 
| West through the following papers: 

Capper’s Farmer, Capper’s Weekly, 
|The Farmer, Farm & Ranch, The 
Farmer-Stockman, Kansas City 
Weekly Star, Kentucky Farmer’s 
Home Journal, Missouri Ruralist, 
Nebraska Farmer, Prairie Farmer, 
Progressive Farmer, Rural Progress, 
Southern Agriculturist, Southern 
Planter, Successful Farming, Wal- 
laces’ Farmer, Western Farm Life 
‘and Wisconsin Agriculturist and 
| Farmer. Hutchins Advertising Com- 
pany, Rochester, 1s in charge. 


Gets GOP Account 

F. W. Prelle Company, Hartford, 
Conn., has been appointed advertis- 
ing agency by the Republican State 
Central Committee of which Paul 
Cornell, former agency head and 
past president of the Four A's, is 
public relations director. News- 
papers and radio will be used in the 


coming political campaign. 


Skeptics Get 
Free Trial On 


Power Shaver 


Newark, Sept. 1.—The free trial 
offer invaded the electric razor field 
this week as J. E. Hunter, 790 
Broad street, issued a mimeo- 
graphed four-page circular contain- 
ing a business reply card which 
properly filled out, will bring the 
Hunter perfected electric razor for 
a ten-day workout without obliga- 
tion. 

“T have so much confidence in the 
Hunter electric razor,” said the di- 
| rect mail piece, “that I am willing 
to violate all the rules of market- 
ing. This product is not nationally 
advertised, nor is it sold in stores, 
where it would be treated just like 
any other razor.” 

Mr. Hunter, who is asking $9.95 
for his razor, also asks the prospect 
to indicate whether he has been 
using another electric razor or in- 
dulging in the old fashioned lather 
shave. 

His letter closes with a warning 
that only a small number of his 
shavers are available on a “no 
money” basis, and that unless the 
card is returned promptly, the pros- 
pect may encounter vexatious de- 
lay. 


Super Market 
Owners to Study 
Price Cutting 


New York, Sept. 1.—The pertinent 


turers have gained or lost by failure 


tenance legislation will be discussed 


Super Markets, Inc., Cincinnati. 
Mr. Albers is also head of the Insti- 
tute. 

“Price cutting and the national 
brand” will be the topic which will 
give Mr. Albers an opportunity to 
appraise results of price mainte- 
nance in the drug field and contrast 
them with conditions in the food 
industry, which has almost unani- 
/mously spurned minimum prices as 
/a solution of its troubles. 
| Paul H. Willis, president, Asso- 
| ciated Grocery Manufacturers of 
America, New York, will also con- 
tribute to this topic, discussing the 
relation of the manufacturer to the 
{new form of distribution as well as 
| to old ones. Advertising methods 
of super markets will be given a 
prominent place on the program. 


New “Liberty” Rate Card 


A new rate card has been issued 
by Liberty, effective Oct. 22, show- 
ing closing dates for black and 
white, two-color 
two and four color letterpress, on 
all issues through Oct. 14, 1939. The 
only major change in rates is in 
connection with quantity discount 
on cover positions for the Canadian 
edition. 


Drive for Knit-tex 

Cohen, Goldman & Co., New York. 
will promote its fall line of Knit- 
tex, Worsted-tex and Saxon-Weave 


suits for men with a rotogravure 
campaign in 30 cities, beginning 
Sept. 18. Hirshon-Garfield, Inc., 


| New York, is the agency. 


Counsel for Fempac 

Federal Metallic Packing Com- 
| pany, Wakefield, Mass., manufac- 
turer of Fempac, radiator 
sealer and window cleaner, has 
appointed Federated Sales Service, 
Inc., Boston, as sales and marketing 
counsel 


Doidge Named 
Lester P. Doidge Advertising, 
New York, has been appointed space 
| representative for Cunningham 
| Drug Company, Detroit. The latter 
| is installing 75 multiposter machines 
| in its key stores. 


Himmelman to Nelson 


F. C. Himmelman, formerly with | 


| Brooke, Smith & French, Inc., De- 
|troit, has been appointed sales 
manager of Nelson Associates, De- 
troit, lithographer. 


to avail themselves of price main- | 


liquid | tutes an 


at the second annual convention of | Simplicity.” 
the Super Market Institute at the | served 
Hotel Sherman, Chicago, Sept. 19-21, | fabric to style, general appearance, 
by W. H. Albers, president, Albers | 


rotogravure, -and | 


i 


American Viscose 
to Sponsor Contes} 


for Sewing Fans 


New York, Sept. 1.—Four Million 
women who are studying the gentle 
art of making all or some of their 
own outer garments will have ay 
opportunity to compete for modest 
cash awards, American Viscose Cor. 
poration announced today in a mes. 
sage dispatched to 30,000 sewing 
teachers and 6,300 piece goods buy. 
ers in department stores. Crowp 
tested rayon, the company’s prod. 
uct, must be used by the contest. 
ants. 

Two separate contests will be 
conducted — one for students 1g 
years old or under, another fo, 
those over 18. First prize in each 
will be $100; second prize, $59: 
third, $30; fourth, $15, and fifth, $5. 
In addition, every contestant wil] 
receive a certificate and the win- 
ner in each class will be awarded 
a crown emblem in the form of a 
gold pin, charm or zipper pull. 


Stores on Trail 


The contest is expected to gen- 
erate power out of all proportion 
to these awards, since a letter to 
the department stores is not only 
urging them to contact sewing 
teachers in their respective com- 
munities, but enclosing mats of va- 
rious sizes to make it easy to ad- 
vertise the contest in newspapers. 
The competition opens Sept. 19 and 
closes Nov. 21. Class winners will 
then be eligible for the national 
contest, entries for which close 


question of whether food manufac- | Dec. 3. 


The contest folder contains 
swatches of Crown fabrics and re- 
produces “easy-to-make fashions by 
Four points will be ob- 
in judging: 


workmanship and individuality, be- 
comingness and style. 


N. U. Offers Seven 
Advertising Courses 


Seven courses in advertising will 
be offered during the first semester 
of the Northwestern University eve- 
ning School of Commerce, Chicago, 
starting Sept. 21. The faculty in- 
cludes Lloyd Herrold, of Lloyd Her- 
rold & Associates; Lyndon O. Brown, 
Lord & Thomas; Richard Marvin, 
J. Walter Thompson Company; 
Bradley P. Williams, McCann- 
Erickson, Inc., and Raymond J. 
Weber, Swift & Co. 

Subjects for fall courses are retail 
advertising procedure, national ad- 
vertising procedure, retail layout 
construction, advertising manage- 
ment, copywriting, radio survey and 
the psychology of advertising and 
selling. 


JUDGING FROM ...-: 


Our customer list, which consti- 
international “Who's 
Who” of advertisers and pub- 
lishers, our photography must 
have outstanding quality. 
copy of our well printed catalog 
will reflect the reasons for this 
patronage. 


4206 Locust Street, Philadelphia Pe- 
Branch offices serving the following citie* 
Graybar Building. New York City 
201 North Wells Street, Chicago 
244 Washington Street, Boston 


—— 
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Flowery Fragrance 
Coaxes Sales for 
Advertisers 


Consumers Fall Prey to 
Suggestions of Exotic 
Medium 


New York, Aug. 30.—That old 
slogan of the florists, “Say it with 
flowers,” has been ingeniously ap- 
plied to spot advertising in the 
metropolitan area by Flowers, Inc., 
which has substantially increased 
itt summer volume of business by 
the sale of gardenias, African lilies 
and other exotic blooms, for pro- 
motional purposes. 

The basis of the scheme is an ar- 
rangement which Flowers, Inc., ef- 
fected with a score or more of out- 
standing hotels and_ restaurants, 
which permits it to distribute in- 
dividual flowers, with advertising 
card attached, to diners. Initial 
promotion was the distribution of 
3,000 gardenias for Gaumont-Brit- 
ish, June 2, in behalf of the new 
motion picture, “Three on a Week- 
end.” The total cost of the pro- 


SELLING EXPERTS 


INDEPENDENT DEALERS ARE 
mM SERVICE SPECIALISTS 


you > 
WOULDN'T * ‘fe 
Leta Wd 
Lumberjack 
Manicure 
Your Nails 


oR ae a3" 


ARS: Sy 


ee 
—~And It's Wise To Buy Your 
GASOLINE ond MOTOR OIL 


from Specialists 


DONT BE CARELESS ABOUT YOUR CAR, IT DE- 
SERVES THE BEST ATTENTION THAT YOU CAN 
GIVE IT-AND THAT MEANS THE USE. OF 
FLEET-WING GASOLINE AND MOTOR Oil 
TOGETHER WITH THE CAREFUL CHECKING WE 


GIVE YOU. 
By asking and illustrating rhetorical 
questions. Fleet-Wing gets across the 


story of its dealers’ services. Simons. 
Michelson Company, Detroit, prepared 


Tells Story of 


motion was less than three cents | 
a flower. 


Pulls Big Response 


Since then a number of other ad- 
vertisers have used the flower pro- 
motion idea. A smaller distribu- 
tion was made late in June for Bon- 
wit Teller when an offer of a free 
sample of Charbert perfume pulled 
27 per cent returns. United Artists | 
also used flower distribution | 
through the Flowers, Inc., hotel and | 
restaurant tie-up, to announce the | 
opening of “Algiers” at Radio City | 
Music Hall. Im this case Rubrum | 
lilies were used and the card at-| 
tached said: “Exotic suggestion to! 
attend the season’s most exciting 
photoplay.” 

The latest use of flower promo- | 
tion was by Saks Fifth Avenue, of- | 
fering a free sample of Lelong’s | 
perfume to luncheon guests at such | 
restaurants as the Ritz Carlton, | 
Trouville, Marguery, Pierre, Sherry | 
Netherlands, and the Stork Club. 


Bygone Era Provides 
Anniversary Theme | 


Interest in the special “Forty 
Years of Textile Progress” issue of 
Cotton, to be published in October 
by W. R. C. Smith Company, At- 
lanta, is being stimulated by means | 
of a human interest review of de- | 
velopments which have affected the | 
industry since the turn of the cen- | 
tury. 

A series of postcards showing | 
old-time songs, feminine styles, the | 
“horseless carriage,” sinking of the | 
Maine and the first use of steam | 
power in the textile industry is be- 
ng distributed by the publisher. 


Uses Theatrical Methods | 


United States Steel Corporation 
is using theatrical exploitation | 
methods to build up attendance in 
theaters which are featuring ‘““Men 
Make Steel” in technicolor, dis- 
tributed by Jam Handy Picture | 
Service, Inc., Detroit. 


Schild in New Post 


Herbert W. Schild, for the past 11 
rs in charge of advertising and | 
book manufacturing for The Book 
House for Children, has resigned 
in Childhood Interests, Phila- | 


phia. 


oe 


Simpson in New Post 


A. Simpson, formerly with the | 
hington Daily News and Birm- 
am Post, has joined the classi- 
idvertising department of the 
"ashington Herald and Times in 
Marge of miscellaneous classifica- 


ur 
Vv 


Baker Promotes Frye 
Howard O. Frye has been ap- 
ted to the newly created post 
neral sales manager for Walter 
r & Co., Inc., New York. John 
ry succeeds him as bulk sales 
nager 


the copy for use by dealers. 


Incongruous Art 


Fleet-Wing Dealers 


Detroit, Sept. 1.— Incongruity is 
the keynote of the campaign being 
waged in newspapers by Fleet-Wing 
gasoline dealers in Michigan. 
Simons - Michelson Company, pre- 
paring the copy for the company 
for use by dealers, decided that the 
story of the gasoline produced by 
specialists could best be told by re- 
minding the reader that he goes to 


an expert in almost every other 
field. 
Cartoon style is employed to 


point out that “you wouldn’t let a 
carpenter tailor your clothes,” and 
“you wouldn’t let a juggler mind 
the baby,” the appropriate pictures 
adding punch to the _ statement. 
Under the cartoon appears a stand- 
ard reverse plate, adding the tag 
line, “And it’s wise to buy your 
gasoline and motor oil from special- 
ists.” 

This is followed by a few lines of 
serious talk, in which the Fleet- 
Wing dealers are described as “your 
neighbors.” In one case the copy 
made a passing reference to the ad- 
vertising itself, with the comment: 

“Yes, this is unusual gasoline and 


THE MOST POP 


motor oil advertising, and Fleet- 
Wing dealers are unusual too, be- 
cause every one is an independent 
merchant who offers you top value 
for every penny you spend.” 


Schenley to Plan Drive 


A meeting of major executives of 
Schenley Distributors, Inc., from all 
parts of the country, to map sales 
and advertising programs for fall 
and winter, will be held in Chicago, 
Sept. 7. 


Two Join Croydon 
Cass Musler, formerly with Gard- 


ner-Rothschild, Inc., and Walter L. | 


Friedman, formerly vice-president, 
Edward B. Gotthelf & Associates, 
both of New York, have joined 
Croydon Advertising Agency, Inc., 
New York, as account executives. 


Wilson On Own 


Allan Wilson has resigned as 


head of radio production and pro- | 


gram sales for Conquest Alliance 
Company, New York. He will or- 
ganize his own production company 
shortly. 


Bert Carter Joins “Ken” 

Bert Carter, formerly with Curtis 
Publishing Company, has been 
named Eastern advertising manager 
of Ken, succeeding John K. Her- 
bert, resigned. 


oe 


LARSHOWS. 4 


Allegheny County’s 


Fete Gets Support 
of Advertisers 


Pittsburgh, Sept. 1.—Many na- 
tional and local advertisers have 
completed plans to tie in their cur- 
rent advertising efforts with the 
Allegheny County Sesqui-Centen- 
nial celebration which opens here 
tomorrow, a survey indicated to- 
day. 

More than $1,000,000 has been ap- 
propriated by the city council and 
|county commissioners to defray 
costs of the event, expected to at- 
tract 5,000,000 visitors. 

Among the major advertisers who 
will participate in the celebration 
are H. J. Heinz Company, West- 
inghouse Electric & Mfg. Company, 
Aluminum Company of America, 
Duquesne Light Company, United 
| States Steel Corporation, Carnegie- 
Illinois Steel Corporation, Gulf Oil 
Corporation, Standard Sanitary Mfg. 
|Company and Pittsburgh Brewing 
Company. 

The celebration itself is receiv- 
ing national advertising in maga- 
zines, newspapers and radio under 
direction of the Pennsylvania State 
| Publicity Commission. . 
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Borden's Hitches 
Promotion Star to 
Feminine Fur Whims 


Minks and ‘Ermines to 
Grace the Shoulders of 
Winners 


New York, Aug. 30.—Frankly ad- 
mitting that it intends to capitalize 
on the fur coat copy currently being 
released in magazines 


terday opened a two-week contest 
here in promotion for its milk with 
a $1,000 mink or ermine coat of- 
fered as the top award. 


A spokesman for the company 


commented, “What is a more allur- | 


ing offer for women than fur coats 
at this season of the year? Their 
desire to own a new fur coat is be- 
ing whetted by both magazines and 


newspapers whose pages are filled | 
at this season with fur coat copy. | 


All these advertisements work for 
the Borden contest.” 

Coincident with announcement of 
the contest was the report of an 
expected increase of one cent per 
quart in the delivered price when 
the federal-state milk marketing 
program becomes effective Sept. 1. 

Borden’s copy on the contest will 


appear in metropolitan newspapers | 


and will be backed up by a plenti- 
tude of collateral material including 
store and window displays, bottle 


and news- | 
papers, Borden Farm Products di- | 
vision of the Borden Company yes- | 


AMERICA'S SWEETHEART DOES HER STUFF 


shortly in national magazines. 


First consumer announcement of Mary Pickford's own line of cosmetics will appear | 
Fullest use of the movie star's personality will be 
made in all merchandising activities. 


scheduled for the first three weeks} 


Dormant Bank 
Accounts Are 
Texaco’'s Lure 


Boston, Aug. 30. — “Buried treas- 
ure” in the form of dormant bank 
accounts will be the lure capitalized 
upon by the Texas Company in a 
drive which opened here yesterday. 

Announced as a test campaign 
which may be expanded later, Texas 
will 
papers here and Stations WEEI aud 
WNAC to inform the public where 
dormant bank accounts exist. An 
important feature of the campaign 
will be the use of large bulletins 
displayed at all Texaco dealers’ sta- 
tions. These will be changed twice 
weekly and will contain information 
not available in other copy. 

Expected to be of considerable 
aid to banks as well as to actual 
owners of these “sleeping” accounts, 
the “prize” offer is a healthy one 
inasmuch as the accounts are be- 
lieved to total several million dol- 
lars. The public will not be re- 
quired to invest any money, solve 
any puzzle or enter any contest. 

Titled the “Texaco Treasure 
Hunt,” the promotion was developed 
by the John P. Kane Company, New 
York, in collaboration with Allen J. 
de Castro. Buchanan & Co., New 
York, is the agency in charge of the 
campaign for the Texas Company. 


TEXACO TO SHARE 
LOCAL TIME COSTS 

New York, Aug. 30.—Local radio 
advertising by dealers, on a coop- 
erative basis, will be sponsored by 
the Texas Company in a new cam- 
paign scheduled to begin early in 


use five metropolitan news- | 


| September. Complete programs will 
| be furnished to Texaco retailers by 


of December. |electrical transcription, and, in ad- 


collars and posters on all Borden O . . Ss 
trucks. 

Piece de resistance of the con- ptimism purs 
test is completion of a simple jingle. Increase in 


A total of 150 
system—grocers, 
retail route men- 
prizes amounting to 10 per « 


the value of consumer awards. 
Sept. 11 
and the names of all prize winners 


The contest will close 
will then be published in the 
papers. The I. J. 


while Batten, Barton, 
Osborn, Inc., is the agency in ¢ 


prizes are offered 
with all distributors in the Borden 
wholesalers 
to receive cash 


Fox Company is 
the maker of the grand prize coat, 
Durstine & 


Bourjois Schedule 


New York, Sept. 1.—Increasing 
its gift promotion over last year in 
the expectation of a banner holiday 
season, Bourjois Sales Corporation 


and 


ent of 


news- | tober issues of a long list of national 


magazines. A newspaper drive will 
/supplement the magazine effort, 

|with insertions in color,  roto- 
*harge. 'gravure, and_ black - and - white 


| 
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CBS 


will begin its fall campaign in Oc-| 


| 


’ | general 
| later copy specifically aimed at the | 
- | gift market. 


| of 


A total of 29 advertisements, five | 
in full color, will appear in 16) 
magazines. On the Bourjois list 
are American Magazine, Cosmo- 
politan, Esquire, Good Housekeep- 
ing, Harper’s Bazaar, Ladies’ Home 


Journal, Photoplay, Redbook, 
Screenland, Screen Romances, Sil- 
ver Screen, Time, True_ Story, 


Vogue, Woman's Home Companion 
and You. 

All of the magazine insertions are | 
at least a half page in size, and 13) 
full pages are scheduled. Featured 
lines will be Evening in Paris pote 
arations, Kobako perfumes, and) 
Mansfield products for men. Oc- 
tober advertising will be devoted to | 
product promotion, with | 


The newspaper drive will be con- | 
centrated in Sunday papers. A total | 
118 large space insertions is 
scheduled, including rotogravure | 


| wherever available and full color in| 


| count. 


| the 


IN SAN FRANCISCO, there is now one of 


AMERICA’S 


KStO 


“THE AUDIENCE STATION" 
SAN FRANCISCO 
KSFO...Palace Hotel...San Francisco 
560 KC...5000W day... 1OOOW night 
PHILIP G. LASKY, General Manager 
National Representative 
FREE & PETERS, Incorporated 
COLUMBIA BROADCASTING SYSTEM 


MOST MODERN 


SUPERLATIVES come easily to the visitor 
to the new KSFO-CBS studios adjoining 
San Francisco's Palace Hotel. But neither 
visitors nor KSFO executives, the latter still 
a little breathless over the performance of 
their equipment, should marvel. These spa- 
cious studios, among the finest in America, 
reflect the definite leadership won by KSFO- 
CBS in Northern California. They are nat- 
ural consequences of a job well done and of 
a need to measure up to the future. 


| Van Best & Associates, Detroit, has 


RADIO STUDIOS “’"™ 


others. Bourjois copy will appear | 
in 57 papers in 46 cities. Lord &| 
Thomas, New York, handles the ac- | 


| 
| 


Real Estate Dealers | 
in Outdoor Campaign 

West Side Real Estate Board 
Chicago, made up of a score of 


dealers in that section of the city, 
has launched a _ poster campaign 
urging purchase of real estate and 
homes. 

Joseph R. Dorfman is president of | 
board, which is confining its 
promotion to the west side of Chi- 


|/in September. 


cago | 


Woodyard in Detroit 

Woodyard Associates, Inc., New | 
York, national advertising repre- | 
sentative of 2,113 weekly newspa- | 
pers, has opened an office in De- 
troit. Hil F. Best, formerly with 


manager. 


Form Typo Service 


Tudor Typographers has been 
established in New York by B. Wal- 
ter Radcliffe, Jr.. formerly with 


King Typographic Service Corpora- | 
tion, New York, and Harold E. 
Fendler, formerly with Adset Serv- 
ice, Inc., New York. 


Pharmatone to Pinsker 
Pharmatone, Inc., New York cos- 
metic manufacturer, has appointed 
Casper Pinsker Advertising Agency, 
New York, to handle promotion in 
newspapers and magazine 


a. Te 


dition, the company will pay for 
half the cost of broadcasting time. 

This activity is a new departure 
for the Texas Company, although it 
has been a consistent radio network 
advertiser. Programs have 
arranged to permit three commer- 


cial announcements, which can be} 
given locally and adapted to local | 
No charge | 
is made by the Texas Company for | 


and seasonal conditions. 


the recordings. 


Allerton House Drive 


Allerton Houses, consisting of 
three individual club residences in 
New York, will launch a fall cam- 
paign in metropolitan newspapers 
and class magazines beginning late 
J. R. Kupsick Ad- 
vertising Agency, New York, is the 
agency. 


Gerber in New York 

Gerber Products Company, Fre- 
mont, Mich., has opened an office 
in New York to promote the sale 
of Gerber Baby Foods in the metro- 
politan area. Gordon M. Ibbotson 


|has been appointed Eastern district 


manager. 
—— 

Harris Gets Three 

Clinton G. Harris Advertising, 
New York, has been named _ to 
handle the following accounts: 
Mount Hope Finishing Company, 


North Dighton, Mass., textile prod- 
ucts; American Maid Company, 
Inc., Chicago, feminine underthings, 
and Cohn-Hall-Marx Company, 
New York, fabrics. 


Promote Victor Wines 


California Grape Products Com- 
pany, Inc., New York, will release 
a campaign in New York and Chi- 
cago newspapers in the fall to pro- 


mote Victor wines. Reiss Adver- 
tising, Inc., New York, is the 


agency. 


Shifts Keenan, Davis 


Philip Keenan, formerly assistant 
sales manager, has been appointed 
circulation sales manager of Mac- 
fadden Publications, Inc., New York, 
succeeding S. O. Shapiro, resigned. 
George B. Davis, formerly Western 
sales manager, has been named 
assistant sales manager. 


F&S&Rto Move 


Fuller & Smith & Ross, Inc., New 
York, will move Sept. 16 to larger 
offices at 71 Vanderbilt avenue. 


been! 


British Advestinens 


Ask Free Hand 
on Radio Time 


London, England, Aug. 25.—The 
growing popularity in Great Britain 
of American sponsored radio pro. 
grams is one of the arguments useq 
in a statement just issued here by 
the radio defence committee of the 
Incorporated Society of British Aq. 
vertisers, Ltd., in opposition to any 
attempt by the British government 
to stop broadcasting of sponsoreg 
programs in English from Continen- 
| tal stations. 

“Even if the present facilities are 
suppressed,” said the statement, 
| “listeners will still be able to tune 
| in by short wave to the U. S. A. and 

listen to advertising of American 
| goods. 

| “The number of short-wave sets 
| at present in use in the British Isles 
is estimated at more than a million. 
| This number is increasing daily and 
it is evident within a comparatively 
| short time every set in the country 
will be of the short-wave type. 

| “With the rapid progress now be- 
| ing made in improving the technica] 
| qualities of short-wave reception we 
shall eventually find the majority of 
| listeners tuning in to American pro- 
|grams of superior entertainment 
| value, but in this case it would be 
| American artists and employes who 
would benefit instead of British 
ones. 

“Thus will British manufacturers 
be deprived of a legitimate and 
profitable advertising medium and 
| British employes lose their means 
of existence to the advantage of 
| their foreign contemporaries with- 

any possible benefit to this 
country.” 


out 


-McKown Advanced 


| N. A. MeKown has been ap- 
| pointed assistant advertising man- 
| ager of the Associated Division of 
| Tide Water Associated Oil Com- 
pany, Los Angeles. He has been in 


Francisco for the past three years, 
and succeeds D. D. Durr, who has 
resigned to become chairman of the 
Los Angeles Newspaper Publishers’ 
Association. 


New Pace Course 

Pace Institute, New York, has an- 
nounced a two year day _ school 
course and a two year evening 
school course in professional pho- 
tography, beginning with the Sep- 
tember term. 


Mattes to B-S-H 


Anthony Mattes, formerly asso- 
ciated with Franklin Simon & Co., 
New York, has been appointed art 
director of Blackett-Sample-Hum- 
mert, Inc., Chicago, succeeding Ray 
Jordan, resigned. 


Krim-Ko to Kastor 


Krim-Ko Company, Chicago, 
manufacturer of a chocolate milk 
drink, has appointed H. W. Kastor & 
Sons Advertising Company, Chicago, 
as its agency. W. C. Nichols 1s 
account executive. 


Thousands of ready-to-use illus 
trations, on all subjects, *° 
available for your inspection 
Write, wire or phone 


KAUFMANN & FABRY co. 
425 S. Wabash Avenue oe Chicago 
Telephone Harrison 3135 
106 West 43rd St., NEW YORK. Phone Bryant 9-6682 


the advertising department in San. 
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Dog-eared - - - and Weary 


Our scouts who can talk book-language have come back from all parts of the 
land with some harrowing tales about the plight of the forty-five hundred copies of 
the Market Data Book Number of Industrial Marketing which we sent out last 
October 25. 

They tell us that hundreds of this brave army have actually given up their lives 
for their masters—that thousands more have been wounded and mutilated—and 
that, all in all, that snappy army of books we so nonchalantly sent out into the field 
less than a year ago is a pretty dog-eared and weary bunch of battle-scarred veterans, 
aching for peaceful retirement to some quiet junk pile. 

They’ve had their nice, clean printed pages messed up with finger prints and 
penciled notations; their snappy green and silver covers have been bent and 
cracked; their beautifully straight and rigid backbones have been racked and 
broken; they’ve been bent and twisted and torn and dismembered. 

Well, we knew it would be no picnic for them when we sent them out, and so 
we equipped them as best we could to stand the strain. But the 4,500 buyers who get 
them just can’t keep their hands off them; they pick them up and lay them down, 
thumb through their pages, write on them, tear out pieces, and generally raise Ned 
with them a couple of hundred times a year. And so, eventually they crack under 
the strain. 

Wouldn’t you like to have your story in a book that your best prospects can’t 
keep away from? Then ask us for full details of the bright and shiny new edition 


we'll be sending out October 25 to replace the veterans now in the field. 


INDUSTRIAL MARKETING 


100 E. Ohio St., Chicago 330 W. 42nd St., New York 


Telephone Del. 1337 Telephone BR. 9-6432 
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Three Little Mon, 
Atlantic Standbys, 
Turn Marionettes 


Philadelphia, Sept. 1.—Adapting 
one of the oldest forms of enter- 
tainment to the requirements of 
modern merchandising, Atlantic Re- 
fining Company is presenting its 
famous “Three Little Men” as head- 
liners in a marionette show. Thus 
the company’s trade-mark is pro- 
viding smiles for country fair vis- 
itors, as well as identifying the 
company’s products. 

A hilarious 17-minute comedy has 
been woven around the three top 
hatted trade characters and a new 
personality known as “Carbon.” All 
the gayety usually associated with 
the Punch and Judy shows so well 
loved by a past generation is pre- 
served in the skit, in spite of the 
fact that its primary purpose is to 
convey information about the prop- 
erties of Atlantic products. 


Kidding the Boss 


A technique used advantageously 
by some radio stars is made avail- 
able to the Three Little Men. At- 
lantic has advertised the Almen 
testing machine for several years 
and it is presenting it on the coun- 


ATLANTIC TRADE-MARK ENTERTAINS CONSUMERS 


4 


‘< i zi 
- Me 
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Atlantic Refining Company has put its well-known Three Little Men to work in 
Marionette shows to inform customers about its products. 


" 
ve 


trade-mark. Following his death, | 
Peter Arno took over the task of Canada Courts 


animating the Three Little Men and 


try fair circuit. But the Three Lit-| finding new adventures for them. 

tle Men heckle the demonstrator of ca_—emeaaies 

the Almen, designed to measure the Milk Dealers Again 

film strength of lubrication oil, S Cc 

evoking great merriment by their to ponsor ontest 

sallies. Each of the verbal shafts, The International Association of 

however, brings out a sales point. | Milk Dealers will sponsor an adver- 
Ray Rohn originated the Atlantic | tising exhibit again this year at its 

si convention in Cleveland, Oct. 17-22. 
Advertising used during the past 

year is eligible. 


~~ Teg | Form New Agency 
R CTICAL BUILD R Edison Skehan and Charles J. 


: - P marticing Samuring ¢ 5S 

Bie nen a he Roe sional Advertising Se rvice at 52 

W886 PUNE) pales ply Standard Motevial im Homes Duane street, New York, to handle 
1 ; 8 & Yewaed te ——— 


medical, dental and pharmaceutical 
accounts. 


To Raise Rate 


Bar & Grill Journal, New York, 
will increase its circulation, begin- 
ning with the September issue, 
from 7,000 to 10,000. A 20 per cent 
increase in advertising rates be- 
comes effective Nov. 1. 


| | Young in Sioux City 
— y ; Slem Young has joined the ad- 
., ; vertising department of the Sioux 


: oomeaacrep—we 4} |City Tribune, coming from the 
Le Alsty, Rides, Bede Sy Omaha World-Herald, where he 
RevESK. fy it > Ko te ™ | was assistant advertising manager. 
= Odie: —— 

ame — +. nen ta Seabee Sats as Peetesins 


North Joins Agency 


Bert Jay North, formerly New 
Jersey director of publicity and 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 


Company, has joined Koretz, Kopel, 
tisement.) 


Ideas, Inc., Newark agency. 


yu 


MANY FINE PEOPLE 
HAVE PRAISED 


the world of ease and comfort—the genial 
atmosphere of the world’s largest hotel. 
When you come to The Stevens, you'll 
find their stories true. This wide-spread 
ésood will is the result of the constant 
effort of our entire staff to make the most 
discerning traveler really feel at home. 


INI 


Ht 


IIIT 


NUAUULL 


ll 


| 
QL 


MH 
HH 


mi 


WHT 


OTTO K. EITEL, Managing Director 


ain 
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Benner have formed the Profes- | 


sales promotion, Studebaker Sales | 


English Patronage 
with Advertising 


Montreal, Aug. 31.—Though Can- 
ada is closely linked with England, 
it cannot afford to assume that Ca- 
nadian products will be bought in 
England because of this relation, 
G. H. Ward, secretary of the Ca- 
nadian Chamber of Commerce in 


|Great Britain, said here today on| 


one of his occasional visits to head- 
| quarters. 

This statement was a prelude to 
Mr. Ward’s announcement that the 
Canadian Chamber has_ just 
launched an advertising campaign 
in London to inform Englishmen 
that Canada does not seek business 
on the ground of loyalty alone, but 
is ready to match the quality of its 
products against those of any other 
country in the world. 

Canada is the only country in the 
Empire which maintains an active 
organization in the mother country, 
Mr. Ward said. Its efforts have 
been devoted in large part to edu- 
cating Canadian manufacturers 
themselves to study English tastes 
and English preferences in packag- 
ing as well as in their products. 

Mr. Ward will contact leading Ca- 
nadian industries during the next 
six weeks, sailing for London from 
Montreal in October. 


Newspaper Promotion 
for December “Esquire” 

Special Christmas promotion by 
Esquire will include a campaign in 
13 newspapers in 11 metropolitan 
marketing areas, starting right after 
Thanksgiving, consisting of a series 
of eight insertions of 675 lines, fea- 
turing eight different classifications 
of natural “gift” merchandise. 

In December a full page insertion 
will be used in 16 newspapers, fea- 
turing the Christmas issue of 
Esquire, and listing all display ad- 
vertisers. 


Kiddies Prefer Apples, 
“True Story” Finds 


Of 9,499 children who answered 
a questionnaire in “The Whatsit,” 


a supplement for youngsters in True 


Story, 30 per cent selected apples 
as their favorite fruit. Oranges 
were second in popularity and 
prunes came in third. 

Another survey on fruit juice 
preference showed 44 per cent 
favoring orange juice and the re- 
mainder split up between tomato, 


| pineapple, 
}sauerkraut juice. 


grapefruit, prune and 


Burns Joins I & E 


John E. Burns, in charge of the 
Philadelphia office of Erwin, Wasey 
& Co., Inc., for three years, has 
joined Ivey & Ellington, Inc., Phil- 
adelphia, as account executive. 


Mosinee in Dailies 


Mosinee Paper Mills Company, 
Mosinee, Wis., has released a news- 
paper schedule for Mosinee Kraft 
through Sherman K. Ellis & Co., 
Chicago 


——— 


Fair Trade Enters 
Second Phase 
in Massachusetts 


Druggists to Reward Sept. 12-16. Semi-annual conven. 


tion, Premium Advertising Associa. 
Manufacturers Ww h ° tion, Hotel Astor, New York. : 
Play Ball Sept. 16-18. Annual convention 
Continental Agency Network, Chi. 
Boston, Sept. 1.—With enforce- | cago. 
ment of price maintenance well in Sept. 18-21. Annual convention 
hand, Massachusetts retailers will} Mail Advertising Service Associa. 
— a w+ age by ac-| tion, Hotel Statler, Detroit. 
cording preferre isplay and other . 7 
help to manufacturers operating ae: cian ga nes caste ~~ 
under fair trade contracts, Daniel Hotel, Atlanta . more 
N. Smith, director of enforcement, ‘ ; 
told ADVERTISING AGE today. In ad-|. Sept. 19-23. Seventh Internationa] 
dition, the Massachusetts Fair Trade | Management Congress, Washington, 
Commission is making a survey to D. C. 
determine the effect of price main-| Sept. 21-23. Annual conference, 
tenance on retail quotations. National Industrial Advertisers As- 
The move to stimulate demand | sociation, Hotel Statler, Cleveland. 
for products operating under fair Sept. 26-27. Boston Conference 
trade comes as the first year of op-|on Distribution, Hotel Statler. 
erations under the new law draws Sept. 28-30. Annual convention 


to a close. Mr. Smith indicated that] p;,., ertisi iati 
deahens ‘wlll tes Galen ts aesond Direct Mail Advertising Association, 


ein Stevens Hotel, Chicago. 

every legitimate support to manu- 

facturers who have assisted their| . 5¢Pt- 28-Oct. 1. Annual conven- 

cause. A friendly word to custom- tion, Association of National Adver- 

ers will not be considered discrim- tisers, The Homestead, Hot Springs, 

| inatory. Counter and window dis- Va. 

|plays of manufacturers operating| Oct. 3-5. Annual convention, Ad- 

under fair trade contracts will be| vertising Typographers of America, 

| prominently displayed, according to | Inc., Cavalier, Virginia Beach, Va. 

| the present program. Oct. 4-5. Annual meeting, Na- 

tional Publishers Association, Sky- 

‘ ; y top Lodge, Skytop, Pa. 

The first year of price mainte- Oct. 8-9. A 1 rr N: 

| nance in Massachusetts saw only |,. oe Serene OOVetnmmy Son 

|}one retailer haled into the courts, onal Advertising Agency Network, 

Mr. Smith said. He was enjoined Washington, D. C. 

from selling merchandise protected| Oct. 10-14. Annual convention, 

‘by fair trade contracts. National Association of Retail Drug- 
Many other violations were re-|8ists, Hotel Sherman, Chicago. 

ported, but the commission made Oct. 18-19. Fall convention, In- 

;every effort to avoid court proceed-|land Daily Press Association, Hotel 

ings by education of the dealers in- | Sherman, Chicago. 


Coming 
Conventions 


Sept. 12-13. Annual convent; 
Insurance Advertising Conference 
Oyster Harbors Club, Ostervjjje 
Mass. . 


on, 


Only One Case in Court 


volved. It had an effective weapon Oct. 20-21. Annual meeting, Audit 
ready at hand in the tendency | Bureau of Circulations, Chicago. 
among wholesalers to cooperate 


with the commission to the extent oon Bart a Ree 
of withholding merchandise from ti fA id Fr Wert waere- 
any recalcitrant retailer. This com- aS merica, Fort Worth, Tex. 
bination has yielded gratifying re- _ Oct. 30-Nov. 3. Annual conven- 
sults. tion, Financial Advertisers Associa- 
Policing of fair trade was han-| tion, Fort Worth, Tex. 
dled by 200 volunteer field officers, Dec. 27-30. Annual convention, 
chiefly from the ranks of the drug| American Marketing Association, 
trade, pioneer and most enthusiastic | Detroit. 
advocate of price maintenance. —_—_—__——. 
These field men served without sal- 
ary, making systematic checkups of —— a vesnanans P 
» price situation. e Quaker Network, compose 
ba a See of 17 Pennsylvania satlene’ and 
Ignorance to Blame operated under the supervision of 
_ Mr. Smith said that violations ss enna ae & GRE tar TEE 
—— caused chiefly by lack of in- broadcasting, became an_ active 
formation. As soon as his error was year-round network Sept. 1. 
pointed out, the average dealer Pa sealers 
gladly mended his ways. ° . 
The survey to be made by .the Form Air Copy Firm 
Massachusetts Fair Trade Commis- Boyce of the Sky, Inc., has been 
sion will give results of queries to| organized in Manhattan to conduct 
2,500 dealers. Martin E. Adamo is|@_ general advertising —s 
|in charge of the study as chairman — boa piney Mag Bem nies BS 
| of the Commission. Dealers will be ‘ , . 
|asked to divulge prices charged to- 
day and a year ago for identical 
products. 


Pankow Joins “Puck” 


Rufus G. Pankow, for the past 
eight years vice-president in charge 
of sales and advertising for Rit 
| Products Corporation, has joined 
the Chicago sales staff of Puck-The 
Comic Weekly. He will cover the 
Southwest territory and Indiana. 
He succeeds H. E. Christiansen, who 
recently joined Henri, Hurst & Mc- 
Donald. 


Ayer Adds Collins ry 3h 

Robert Collins, formerly vice- Oa: to combine artistic 
|president in charge of New York > strength with the re 
| office, George H. Hartman Company, eee ee bh Pigg - 
has joined the radio division of nose thes unten aemenl 
N. W. Ayer & Son, in New York that wins preferred position on 
| Clifford Sutter, Ayer account repre- | the retailer's shelf or counter 
sentative, has been transferred from | 
| Philadelphia to the New York office. | 


intelligently designed 


the quality appeal that 
duces Mtr 
quainted with a new produt 


Consumer to get #@&- 
t 


acailicaiistiaimenala 
Ca “yt_@ . -_ » on 
all “U-S" into conference 
| Gets Doelger Beer Behe... 2 
Peter Doelger Brewing Corpora- | 
tion, Harrison, N. J., has appointed | 


|Ray McCarthy Advertising, Inc., | 


New York, as advertising agency 
| George J. Webster is account execu- 
tive. 


The UNITED STATES PRINTING and 
LITHOGRAPH COMPANY and DIVISIONS 
HOME OFFICE. 320 BEECH STREET, CINCINNATI, OHIO 
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{gency Fee 
on Legal Copy 
ls Penna. Issue 


Philadelphia, Sept. 1. — Differ- 
es of opinion on an agency’s re- 
yest for commission on escheat ad- 
»rtising for the State of Pennsyl- 
nia placed in state newspapers 
-ystallized this week with appear- 
nce of a bulletin issued by the 
spnsylvania Newspaper Publish- 
»s' Association asking for its mem- 
rs’ views. An escheat notice is 
. pranch of legal advertising refer- 
ong to forfeitures. 

The bulletin comments: “Barnes 
od Aaron, advertising agency of 
philadelphia, has sent orders for in- 
yrtions of escheat advertising for 
he department of revenue, Com- 
monwealth of Pennsylvania, to 
sewspapers in each of 55 counties, 
sking for commissions on the same. 
“The request is optional. The 
gency states that the order is not 
demand but a request only, based 
nits record for increased business 
) the newspapers over the past 
two years.” 

Precedent Cited 


Legal opinion sought by the as- 
sociation when a like request was 
made in 1937 held that it was 
illegal for the commonwealth to 
place advertising on a commission 
basis, illegal for the agency to ask 
for a commisson and illegal for the 
newspapers to pay a commission,” 
according to the bulletin. It is also 
asserted that payment of agency 
commissions on this type of copy 
would lead inevitably to similar re- 
quests for commission on other of- 
ficial advertising and would make 
it necessary finally for newspapers 
to increase their rates. 

The bulletin emphasized the ex- 


cellent reputation of Barnes and 
Aaron among newspapers and 
‘pointed out that the objection to 
}payment of the commission is not 


£ reflection on the agency but rather 
pan objection to establishing a prece- 
dent in commission payments on of- 
I ficial advertising. 


Hotel Plans Drive 


Barbizon Plaza Hotel, New York, 
will use metropolitan newspapers 
and class magazines in a fall cam- 
paign directed to “young women 
seeking a career in New York.” J. R. 


Kupsick Advertising Agency has 
the account. 
Lighty Appointed 


Kent Lighty, New York, has been 
appointed national advertising rep- 


resentative of La Revue Moderne, 
Montreal, 


Joins Griffes & Bell 


Price Berrien, formerly with 
0. S. Tyson & Co., Inc., New York, 
has been elected secretary of Griffes 
& Bell, Inc., New York. 


Southwick Resigns 


C. T. Southwick has resigned as 
vice-president and_ director of 
a Ames & James, Inc., New 
ork 


_ 


 — 


FOUR OUT OF 
FIVE HAVE IT! 


If you're selling the Scranton 
area, one of the richest mar- 
kets in the East, here’s a short 
cut. The Seranton Times, with 
seven decades of community 
service behind it, goes into 
four out of every five homes 
in the Seranton market every 
day. Its circulation, 54,412 
‘ABC), is an honest circula- 


lion based on reader prefer- 
ence rather than publisher | 
premiums. No wonder na | 
tional advertisers, cracking | 
the rieh Lackawanna county 
market, put The Seranton 


limes at the top of their lists. 


The Scranton Times | 


Established 1869 | 
aes = J 


Getting Personal 


Edsel Ford, pres., Ford Motor Company, and Alfred P. Sloan, 
Jr., board chairman, General Motors Corporation, have returned from 
vacations abroad in time to supervise the introduction of new models. 
. . Richard Marvin, lecturer on advertising at Northwestern Univer- 
sity, used to be a gag man and has a library of 378 volumes of 
whiskered wheezes.. . 

Larry Davis, a. m., Kendall Mills, has been taking a kidding from 
his friends all because his son is a conscientious student. Young 
Davis, an Amherst undergraduate, is a leading golfer in junior ranks. 
This summer, he took work at Harvard and spent more of his time on 
the books than on the links. Came the Massachusetts Junior champion- 
ship and pere Davis laid the plans to follow his son around the course 
in his tournament matches. But Larry was at his office as usual dur- 
ing the tourney, because his son failed to qualify for the title flight 
by a matter of ten strokes. 


On his recent visit to the Pacific Coast, Stanley Resor, president, J. Walter 
Thompson Company (second from left), dropped in on the Kraft Music Hall 
featuring Bob Burns. Also in the picture are Arthur C. Farlow and Danny Danker, 
managers of the agency's Pacific Coast and Hollywood offices respectively. 


Dave Crane, a.m., George A. Hormel Company, received an un- 
expected thrill while on a canoe trip recently in Northern Minnesota 
and the Canadian wilds. He found Hormel’s Dinty Moore corned 
beef and Spam stocked by four different isolated trading posts. . . 

Kenneth C. Hogate, publisher, The Wall Street Journal, had a 
chat with President Roosevelt at Hyde Park recently. The conversa- 
tion might have escaped public notice, except that the New York 
Times made an error. A six-inch, three-column cut of the President 
and the publisher appeared on page 3 over the caption, “The Presi- 
dent chats with a defeated senator from Idaho.” The next day, the 
Times apologized and admitted confusing the publisher with Senator 
Pope, also a Roosevelt visitor. . . 

Edward Epstean, photo-engraver and photographer, will be guest 
of honor at the annual dinner given for authors, artists and collabora- 
tors by PM Magazine in New York, Sept. 28. . . Charley Murphy, 
attorney and ex-president of the Ad Club of N. Y., plays a mean sec- 
ond base for the “Nine Old Men,” famed softball team managed by 
Lowell Thomas, present club prexy.. . 

Magnates of the glass industry joined recently with Grover 
Whalen in dedicating Glass Center at the New York World’s Fair. . . 
Those present included William E. Levis, pres., Owen-lIllinois Glass 
Company, Amory Houghton, pres., Corning Glass Works, and H. 8. 
Wherrett, pres., Pittsburgh Plate Glass Company... 

William M. Lawton, pres., Clifford & Lawton, Inc., publishing 
firm, completed his 55th year of active work in business journalism 
on Aug. 23... James B. Cooper, Jr., vice-president, Babylon Pub- 
lishing Company, publisher of two Long Island weeklies, is engaged 
to wed... 

W. G. Carey, Jr., pres., The Yale & Towne Mfg. Company, is on 
an extended trip to South America. Before sailing, he visited every 
plant operated by the company in North America, to say farewell to 
all of his employes. . . James J. McMahon, head of his own agency, 
will be the featured speaker at the first fall luncheon of the New 
York Newspaper Promotion Group, to be held at the Ad Club Sept.7. .. 

Philip Lukin, v. p., Lawrence Fertig & Co., New York agency, 
is the father of a baby daughter, Alexandra June. . . James F. Cronin, 
pres., Association of Manufacturers of Confectionery and Chocolate 
and gen’l mgr., metropolitan division, Fanny Farmer Candy Shops, 
Inc., was feted by his associates when he announced his retirement 
as president. . . 

Orr J. Elder, ad. dir., Macfadden Publications, and Carroll Rhein- 
strom, a.m., True Story, were joint hosts at a golf party of editorial 
and sales executives of the company. . . George R. Jordan, a. m., Jacob 
Ruppert Brewery, explained advertising plans for the fall season to 
500 company employes. Frank A. Connolly, merchandising megr., 
Oakite Products, Inc., has a similar affair coming up... 

E. L. Shea, exec. v. p., Tide Water Associated Oil Company, gave 
away a wad of money the other day when he presented the prizes in 
Tydol’s $50,000 safe driving contest at a luncheon attended by safety 
leaders. . . 

Alethea Jean, daughter of Carroll Dean Murphy, Chicago agency 
exec., made a hit last week when she appeared in Nari Drejuen’s “An 
Arabian Night” presented in Waukegan, Ill. She’s an outstanding 
student in the Goodman School of the Theater. . . 

S. A. Boyer, a.m., New Haven Railroad, is spending the summer’s 
end in Franconia, N. H. .. Sam C. Mitchell, who resigned a couple of 
weeks ago as director of advertising and sales promotion for Kelvina- 
tor Corporation, sailed Aug. 27 with Mrs. Mitchell aboard the Empress 
of Britain for a two months’ trip abroad. They will be back at home 
in Detroit Nov. 1... 

United Advertising Companies, Inc., was declared the winner of 
the Softball League, sponsored by the Chicago Federated Advertising 
Club, when the score of the game with Scripps-Howard last week 
showed 23 to 10 in United’s favor. Its record for the season includes 
21 wins against 4 losses. . . 

George De George, now in Germany with the AAU touring track 
squad, has been a Schenley Products Company employe since repeal. 
.. . Station WDRC, Hartford, is getting along without Wm. Frederick 
Malo, commercial manager, and Russell C. Shailer, sales staff, both 
vacationing in New England... 

W. J. McEdwards, of the sales promotion department, won the 
golf crown when the central division of National Broadcasting Com- 
pany held a tourney at Illinois Country Club the other day. Ken 
Carpenter, sales manager, was runner-up, followed by Gene Hoge. . . 


“A" Market is a food market 
_..a market where one news- 
paper can butter the bread 


for any advertiser. 


“A” Market buys $32,000,000 
worth of groceries a year and | 
The Nassau Daily Review-Star 
sells them with more than 
550,000 lines of retail grocery 


advertising annually. 


Standard Rate and Data Listing: Hempstead—Lynbrook— 
Freeport. Executive Offices: Rockville Centre, N. Y. 
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General Foods Will 
Sponsor Good News’ 
Coffee Show 


Edwin C. Hill Starts 
Series for Campbell's 
Tomato Juice 


New York, Sept. 1.—‘‘Good News 
of 1939,” sponsored by General 
Foods Corporation, New York, for 
Maxwell House coffee, will be 
heard on Thursday at 9 p. m. over 
75 stations of the NBC Red network 
beginning Sept. 1. Guest stars on 
the program will be selected from a 
group of Metro - Goldwyn - Mayer 
artists. 


“Jane Arden” for Ward 

“Jane Arden” formerly heard 
over WJZ and sponsored by Ward 
Baking Company, New York, will 
be placed on a 14 station NBC Blue 
network on Sept. 26 at 10:15 to 
10:30 a. m., Monday through Fri- 
day. Five additional stations will 
be added in October with the pro- 
gram electrically transcribed for 
them. 


Campbell Stars Hill 
Campbell Soup Company, Cam- 
den, N. J., for Campbell’s tomato 
juice, has signed Edwin C. Hill for 
a series of twice-weekly “Human 
Side of the News” broadcasts over 
NBC Red network beginning Sept. 
26, to be heard from 7:15 to 7:30 
p. m. Ward Wheelock Company, 

Philadelphia, is the agency. 


NBC Red for Avalon Cigarettes 


Brown & Williamson Tobacco 
Corporation, Louisville, has signed 
with NBC for a weekly series of 
programs over the Red network for 
Avalon cigarettes. The program 
will be heard from 7 to 7:30 p. m. 
with a repeat broadcast at 12:30 
to 1 a. m. for the West Coast. 


Philip Morris 

“Johnny Presents’ sponsored by 
Philip Morris & Co., New York, will 
shift its broadcast time over CBS 
effective Oct. 1 and will be heard 
from 8 to 8:30 p. m. “What's My 
Name” has been renewed by Philip 
Morris for an additional 13 weeks 
on the MBS network. The program 
is heard every Friday at 8 p. m. 
Biow Company, Inc., is the agency. 


Ben Bernie for Half & Half 

American Tobacco Company, New 
York, through Young & Rubicam, 
will sponsor a Sunday afternoon 
series on the CBS network begin- 
ning Oct. 2 for Half & Half tobacco. 
Ben Bernie and his orchestra will 
be featured in the program to be 
heard over 33 stations from 5:30 to 
6 p. m. 


Mrs. Sinclair Lewis for G-E 


Dorothy Thompson, political com- 
mentator, has been signed for the 


. WILD LIFE A LA INTERWOVEN 


= 
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This traveling display measuring seven feet high will feature Interwoven's point- 


of-sale merchandising during the coming season. 


The wild life setting is in full 


color. Designed and produced by W. L. Stensgaard & Associates, Chicago. 


“Hour of Charm” series sponsored 


by General Electric Company, 
Bloomfield, N. J., beginning Oct. 3 
from 9 to 9:30 p. m. over 54 NBC 
Red network stations. 


“Voice” Back for Pinkham 
Lydia Pinkham Medicine Com- 
pany, Lynn, Mass., will return the 
“Voice of Experience,” replaced by 
Stella Unger during the summer, 
on Sept. 5. The program is heard 
over MBS. 


“Barn Dance” Continues 
Miles Laboratories, Elkhart, Ind., 
for Alka-Seltzer, has renewed “Na- 
tional Barn Dance” on NBC, ef- 
fective Oct. 1, for 52 weeks. Eight 
more stations have been added. 
Bayuk Renews Sportscast 
Bayuk Cigars, Philadelphia, 
through Ivey & Ellington, has re- 
newed “Inside of Sports’ with Sam 
Balter, sports commentator, over 
MBS network effective Sept. 27. 
“Quiz” to Lose Sponsor 
Nash-Kelvinator Corporation, De- 
troit, will end its sponsorship of the 
CBS “Professor Quiz” show Sept. 
24. A new sponsor has not yet been 
named. 


Agency for Porcelain 


Chas. Dallas Reach Company, 
Newark, N. J., has been appointed 
advertising agency for National 
Porcelain Company, Trenton, N. J. 
A radio program over WOR will 
start Aug. 29. Chas. W. Scott is 
account executive. 


Davies Advanced 

Herbert S. Davies, formerly in 
the sales department of Wooster 
Brush Company, Wooster, O., has 
been named manager of advertising 
and sales promotion. 


Gesick Goes South 

Joseph J. Gesick, formerly with 
the New York Herald Tribune, has 
been appointed advertising man- 
ager of Florida Realty Journal, Or- 
lando. 


SOUTHERN 


with 8300 copies monthly reaches 
and 90% of the worthwhile 


market. 


HARDWARE, FARM EQUIPMENT, BUILDING 
SALES BOOM IN SOUTH AND SOUTHWEST 


General hardware and farm equipment sales through the South and 
Southwest this winter and next spring will be increased by over 
$200,000,000 in cash payments now going out to Southern farmers, 
favorable crops, and increased industrial payrolls. 


Builders’ hardware, tools, and allied lines will find a ready sale with 
a building boom which is already getting under way in this area. 


dealers from Texas and Oklahoma to 
Virginia and can place your equipment before the trade in this active 


2S Mills Et 


ATLANTA, GA. 


Thorough Coverage of Specialized 


HARDWARE 


practically all of the distributors 


From Makeup Man 
to Cosmetic King, 
Saga of Max Factor 


Los Angeles, Aug. 31.—Max Fac- 
tor, who turned the glamor of 
Hollywood to good advantage in the 
highly competitive beauty field, 
died in Beverly Hills yesterday, 
aged 61. Mr. Factor, who operated 
as Max Factor, Inc., and as Sales 
Builders, Inc., was a makeup man 
in the early days of motion pictures 
and his work for the stars of Holly- 
wood gave him the idea of market- 
ing a line of cosmetics on a national 
scale. 

Using women’s magazines, with 
emphasis on those reaching movie 
fans and extolling “the cosmetics 
that movie stars use,’ Factor scored 
a sensational success in an industry 
previously regarded as over- 
crowded. While both drug and 
department stores were used as 
distribution outlets, Max Factor, 
Inc., was partial to demonstrations 
in the latter. The demonstration 
method was particularly appropri- 
ate for the Factor business because 
of the range of the line, including 
some 30 items sold at from 25 cents 
to $1.50. Factor also built a profit- 
able line of cosmetics for profes- 
sional use. 

Mr. Factor had conducted many 
experiments on makeup for tele- 
vision, and experts asserted that his 
contributions to that field were as 
important as those to reproductions 
of moving pictures. 

Federal drug laws were super- 
fluous as far as Max Factor was 
concerned. He is credited with 
having originated false eyelashes. 


HOWARD RATHE ICKES,. 
AGENCY ARTIST, DEAD 

New York, Aug. 30.—Howard 
Rathe Ickes, 51, commercial artist 
with Ruthrauff & Ryan, Inc., died 
last week at his home in suburban 
Pelham Manor. He was a distant 
relative of Harold L. Ickes, Secre- 
tary of the Interior. 


WEST COAST EDITOR 
DIES IN GLENDALE 

Glendale, Calif., Aug. 
field Scott Ingram, 
Glendale Press-News 
died here last week following a 
heart attack. For nine years prior 
to his affiliation with the Press- 
News, he published the San Ber- 
nardino News. He 55 years 
of age. 


30.—Win- 
editor of the 
since 1918, 


was 


H. S. MANN DEAD 
Dubuque, lIa., Aug. 

S. Mann, general 

the Dubuque Daily 


29.—Herbert 
manager 


Tribune, for- 


of | 


American Can 
Speakers’ Bureau 
Hits Public Fancy 


New York, Sept. 1.— American 
Can Company, which recently met 
the apparently insatiable demand 
for luncheon speakers by formation 
of a speaking service, reports that 
its corps of public addressers is 
booked solid for eight months. 
Although no one knows exactly 
how many organizations exist in the 
United States, it is conservatively 
estimated that every man, woman 
and child is a member of at least 
one association or club, which holds 
regular meetings and must have a 
speaker at each. While lecturers 
from foreign lands were the first to 
capitalize on this phenomenon, do- 
mestic talent has more recently 
realized the opportunity and pro- 
ceeded to cash it. Providing speak- 
ers for club meetings has developed 
into a thriving business. 

Usually the club has to pay for 
talent. Since American Can pro- 
vides capable speakers without 
charge, it filled a long felt want in 
the lives of the smaller and less 
prosperous organizations. However, 
these have not been the sole bene- 
ficiaries of Amco’s speaking bureau, 
as many larger associations have 
joined the clamor. 

Rotary, Kiwanis and other well 
known clubs have listened with in- 
terest to talks on canned foods. The 
can company’s lecturers are said to 
have addressed no less than 30,000 
men. The total audience reached 
by the bureau numbered 120,000, 
with the number to be doubled dur- 
ing the season ahead. 


Eight to Moore 


H. L. Moore Company, Boston, 
has been appointed to handle the 
following accounts: Service Indus- 
tries, Inc., Boston, paper fasteners; 
Narrow Fabrics Institute, New Lon- 
don, Conn., elastic webbing; A. T. 
Cleveland Company, Boston, French 
shoe soap; Batchelder-Whittemore, 
Boston, fuel; Independent Nail & 
Packing Company, Bridgewater, 
Mass., nails; Hodgman Mfg. Com- 
pany, Taunton, Mass.,_ sprinkler 
systems; A. F. Underhill, Inc., Cam- 
bridge, Mass., cork, and Globe Rub- 
ber Company, Boston, rubber spe- 
cialties. E. C. Whittemore is account 
executive. 


New Mausoleum Paper 


National Mausoleum Research 
Bureau, New York, has started a 
new quarterly, Mausoleums and 
Crematoria. Allen Levin is editor 
and Chester A. Brown, vice-presi- 
dent of the bureau, is business man- 
ager. The first issue appeared 
Sept. 1. 


WFIL Names F & P 

Free & Peters, New York, has 
been appointed national sales rep- 
resentative for Station WFIL, *Phil- 
adelphia. The arrangement will 
not affect the status of WFIL’s New 
York office headed by Jack Stewart, 
national sales manager. 


Semones Returns 


Arthur M. Semones formerly 
vice-president and general sales 
manager of Lane Company, Alta- 
vista, Va., has returned to Henri, 


$< SS 


Earnings of 
Advertisers 
writhing 


Richfield Oil 
For six months ended June 30 
consolidated net income amounteg 
to $1,005,383. The company Was 
reorganized in March, 1937, hence 
no comparison for the like 


P . 1937 
period is available. 
National Steel Car, Ltd. 

Report shows net income of 


$1,205,396 for the fiscal year endeg 
June 30, compared with net income 
of $160,983 for the preceding periog 


American Rolling Mill 

The company reports net loss of 
$723,164 for the first half of the 
year, compared with a profit o 
$6,642,770 for the same period jp 
1937. 


Parattine Companies 

For the year ended June 30, ne: 
profit was $1,255,001, compareg 
with net profit of $2,608,395 {o, 
1937. Net sales amounted to $1]. 
062,358, against $12,873,469 in 1937 


Sparks-Withington 

For the fiscal year ended June 39 
net loss amounted to $60,581, com- 
pared with net profit of $466,067 
for the preceding year. Net sales 
for the year totaled $4,632,418 
against $6,892,671 in 1937. 


U. S. Printing & Lithographing 

Net loss was $220,009 for the 
seven four-week periods ended July 
16. This compares with net profit 
of $28,391 for the corresponding 
period last year. 


American Gas & Electric 


Report shows 


net income oi 
$11,858,084 for 12 months ended 
July 31. This compares with net 


income of $13,028,016 for the like 
1937 period. 


Stokely Brothers 


For the fiscal year ended May 3), 
net loss amounted to $353,295, com- 
pared with net profit of $1,381,82( 
for the 1937 fiscal year. 


McClellan Stores 


Consolidated net income for 12 
months ended July 31 totaled $907,- 


ceding 12 months. 


Sperry Corporation 

Net income of $2,107,780 for the 
first half of the year showed an 
increase of 54 per cent over net 
income of $1,370,467 for the first six 
months of 1937. 


Has Medical Director 


Dr. Michael A. Hodgson has been 
appointed medical director of Lake- 
Spiro-Cohn, Inc., Memphis, Tenn. 
to advise on subjects of copy claims, 
package, label and carton require- 
ments and will also do research In 
therapeutics, analyses, tests and 
consumer observation. Dr. Hodgson 
was formerly with the Food and 
Drug administration of the Depart- 


Hurst & McDonald, Inc., Chicago, 
where he will devote his time to 
merchandising problems. 


Presbrey Appointed 


Atlantic Coast Line Railroad, Wil- 
mington, Del., has placed its adver- 
tising with Frank Presbrey Com- 
pany, New York. Newspapers, 
magazines and direct mail will be 
used. 


ment of Agriculture. 


LNA Booklet Out 


| Lithographers National Associa- 
tion, New York, has issued the 1938 
edition of “Marketing Opportunities 
for Lithographers,” containing # 
brief history of the organization 
and the addresses given at the 
| annual convention last May. 


—— 


— 


merly the Catholic Tribune, 
here Thursday. He came to 
publication last March, after service 
in the newspaper and radio fields. 
He was 51 years old. 


died 


Drops Brewery Account 


J. M. Korn & Co., Philadelphia, 
has resigned as advertising counsel 
for Chester Brewery, Chester, Pa. 


the | 


Pages Flat Size 12.4M 25M 50M 100M 150M 200M 
2 3/gx6!/g 1.83 1.45 1.10 88 84 80 
4 61/4 x6 Y/g* 3.55 2.58 1.93 1.60 1.53 1.48 
6 93/x61/* 5.18 3.80 2.88 2.42 2.30 2.10 
8 12'>x61/_* 6.82 5.00 3.85 3.18 3.00 2.82 

12 93/gx121/,* 8.15 6.35 5.15 4.45 4.18 4.01 

12 183/,x61/g* 8.15 6.35 5.15 4.45 4.18 4.01 

16 125x121, * 10.24 8.35 6.60 5.71 5.61 5.57 

24 183/4x121/,* 16.00 12.08 9.35 8.05 7.75 7.50 


2 COLOR FOLDERS az 1 COLOR PRICE 


(If pages bleed add 15¢ M). 


Blue) 70 Ib. White Coated. Ideal for dealer distribution, envelope enclosures, ete. 


BAKER PRESS, Inc. 


COLORS: Black (and Red, Yellow oF 


460 W. 34 ST. @ NEW YORK @ BR. 9-07!7 
110 S. 33 ST. @ PHILA., PA. @ EV 


849, against $1,275,901 for the pre-f 
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Income Distribution 
Revealed in New | 


Government Report 


Two-Thirds of Money 
Received by One-Third 


of Population | 


Washington, D. C., Sept. 1.—Ap- | 
proximately $59,000,000,000 found 
its way into the pockets of the na- 
tion's 29 million families of two or | 
more persons, and ten million single | 
individuals in the year 1935-36, ac- | 
cording to a study of consumer in- 
comes and their distribution re- 
leased here today by the National 
Resources Committee. 

The 1935-36 average yearly in- 
come for all the nation’s families 
was $1,622; for all single individ- 
uals, $1,151. An analysis of 300,000 
detailed family income statements 
sampled from 30 states, 51 cities 
ranging from 9,000 to over 1,000,000 
in population, 140 villages and 66 
farm counties, demonstrates, how- 
ever, that one-third of all the 39 
million “consumer units” received 
less than $780, one-half less than | 
$1,070, and two-thirds less than 
$1,450. Approximately 89 per cent 
of the units averaged less than, 
$2,500 for the year. 

In the higher income brackets, 
the Committee found that about 2 
per cent of the units measured re- 
ceived $5,000 or more but that less 
than % of 1 per cent got more than 
$10,000. The poorest third of the 39 
million units received only about 10 
per cent of the 59 billion total, or 
about the same amount garnered by 
the top % of 1 per cent. 


Division of Income 


The poorer one-half received 
about 21 per cent of the total na- 
tional income, or slightly less than 
the amount received by the upper 
3 per cent. The poorer two-thirds | 
received about 34 per cent of the 
national whole, or slightly less than 
total income realization for the 
highest 10 per cent. 

The report discloses that of the 
thirteen million units which re- 
ceived incomes of less than $780, 
about four million were dependent 
upon relief at some time or another 
during the year, but that the re- 
maining approximate nine million 
lived on that income and received 
no aid of any kind from any relief 
or emergency agency. The average 
income for this poorest third was 
$471. 

The middle third of the nation’s 
consumer units with incomes rang- 
ing from $780 to $1,450 averaged 
$1,076. The highest third, with in- 
come ranges from $1,450 to more 
than $1,000,000 averaged $3,000 for 
the year. 

A concentration of the higher in- 
come earners in the large cities is 
evident from the comparison be- 
tween farm and city dwellers. Of 
all nonrelief families living in the 
larger urban centers 58 per cent 
are found in the highest third of the 
income brackets, while only 27 per 
cent of the nonrelief farm families 
had incomes as high as $1,450. 

The average nonrelief family 
large-city income was found to be | 
$2,704, while the farm average was 
$1,259. The Committee concluded 
that between these two extremes 
the average income showed a pro- 
gressive rise according to the size 
of the community. 


Study of Occupations 
By occupations an even more pro- 
nounced contrast is apparent, says 
the report. 
“Almost 80 per cent of the non- 
families in the professional 


Oup are found in the upper third. 
So are 63 per cent of the business 
and clerical groups, as compared 


35 per cent of wage-earning 
al lies and 27 per cent of farm 
lies,” 

“ccupational figures show aver- 
age ncomes ranging from $1,259 for | 
‘atm families and $1,289 for wage- 
*arning families to about $4,200 for | 
‘Re salaried business group 


and 


LITTLE THEATER FOR STEEL MANUFACTURERS 


Blaw-Knox Company will install a miniature theater at the Iron and Steel Exposi- 


tion in Cleveland, Sept. 27-30. 


about $6,700 for the independent 
professional classification. 

The Committee points out that 
had the incomes of relief families 
been included in these latter figures, 
the averages would have been ap- 
preciably lower. A further qualifi- 
cation is added: “The real incomes 
of the American people cannot be 
fully measured in terms of dollars 
and cents. Differences in cost of 
living in different communities, in 
the number of persons dependent 


1. M. Sayle will play the lead in "Steel's Partner, 
W" a play emphasizing the company's close association with the industry. 
Mechanical figures which speak will also be shown. 


|owned homes and of rent received 


ducted before incomes were re- 
ported. For those dependent upon 
relief during the year, work relief 
earnings and direct cash relief were 
also included. 

The study, made for President 
Hildegarde Kneeland, of the Na- 
tional Resources Committee. Results 


come data obtained in the Study of 
Consumer Purchases of the WPA, 
conducted by the Bureau of Home 
|Economics of the Department of 
Agriculture, the Bureau of Labor 
Statistics of the Labor Department, 
and the Central Statistical Board. 

An analysis of how these incomes 
were expended is being compiled 
for release in the near future. 


Goes Fair Trade 

Arlington Chemical Company, 
, Seed, faaet |; Yonkers, N. Y., manufacturer of 
on the income and their individual | drug products including Arlcaps, 
needs, must also be taken into ac- | Liquid Peptonoids, Borolyptol, 
count in interpreting the study.” Elixir Lactopeptine, has announced 

“Income” is defined as money in-| its decision to operate under fair 
come from all sources plus “the| trade laws in 43 states. Contracts 
money value of the occupancy of | Will be issued shortly. 


as pay and, for rural families, of Oswald Opens Agency 

home-grown food and other farm | Charles Oswald, formerly with 
products used by the family.” In- | Beaumont & Hohman. and pre- 
come from earnings and from profits | viously with Richardson-Oswald, 
was taken as net rather than gross | [nc., has opened his own agency in 


income. Income taxes were not de-!the Citizens bldg., Cleveland. 


Roosevelt, was headed up by Dr. | New York, Sept. 1—Inaugurating 


a new type of radio tie-up by a film 
company, Paramount Pictures, Inc., 
| has arranged with the F. W. Fitch 
1,000 theater 
passes each week to listeners tuning 
in the Fitch shampoo program, in 
return for a number of commereials 
The 
is heard on Sunday 
evenings over an NBC Red network. 

Theater passes will be awarded 
to the best 1,000 letters commenting 
/on the bands heard on the program. 
Passes will be honored at any thea- 
ter in the country showing a Para- 
mount picture, with the producing 
company reimbursing the exhibitors 
at the regular rate for each admis- 


| were based primarily on family in- | 


Paramount Offers 
Prizes to Fitch's 
Air Listeners 


| 


Company to offer 


on Paramount 
Fitch show 


productions. 


sion. 


The Fitch company 


attracting additional 


expects to 
profit by the arrangement through 
listeners and 


'by being able to run weekly con- 
tests without the expense of prizes. 
Paramount expects the tie-up to re- 
sult in more box office patronage, 


since most winners 


| by a paying patron. 


THE Shortest DISTANCE BETWEEN TWO POINTS 
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PRINTING 


IS A STRAIGHT LINE 
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FAITHORN 


centration under 


“= THE NON-STOP 


FINEST 


the lovesick swain the longest way 
‘round may be the shortest way home. 
But to the advertiser who gets places 
ahead of competition, the longest way 
‘round is nothing but a pain in the neck 
...Which is one reason for the popularity 
of Faithorn non-stop, non-detour service 
—the shortest distance between the birth 
of a good idea and the completion of a 
perfect job... If lost time and motion in 
the production of advertising have no 
place in your scheme of things; if skilled 
handling of every detail, accelerated 
and reduced in cost by complete con- 


one roof, appeals to 


you, you'll like Faithorn service... Just 
travel one job over this smooth, direct 
route and judge advantages by results. 

Faithorn service and prices must also 
be reasonable; or we wouldn't be hand- 
ling so many important accounts. 


Always the Finest at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 


PRINTING 


You can use one or all —just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


TIME. . 4e who gains Time, gains everything” 


—or inversely, lost time is total loss. The road that detours here and detours 


PRINTING 


DAY AND NIGHT SERVICE 


there may finally bring you to your destination, but at what cost! 

Why be so lavish of time when it is the one thing about which you should be 
most solicitous? Why have your printing continually detoured—one place for 
engravings, another for typesetting, and still somewhere else for presswork? 

When you put selling vehicles on the straight, smooth, fast production 
route—Faithorn 3-in-l—you avoid all detours and wayside stops. Your jobs 
steam merrily along; arrive on time—clean, handsome, fit. 

Faithorn Ad-Setting, Engraving and Printing Departments operate DAY 
AND NIGHT. These added hours at your disposal should prove valuable to 


you — tremendously so on jobs which cannot be delayed even one hour 


without risking a heavy loss in dollars for your concern. Try us! 


FAITHORN CORPORATION 


AD-SETTING ¢ ENGRAVING ¢ PRINTING * 504 SHERMAN ST., CHICAGO e WAB. 7820 
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ADVERTISING AGE 


Plymouth Adds 


heart.” One new gadget in par- 
ticular impressed them and caused 
a warm debate as to whether it will 


help or hurt the sale of the Plym- | 


September 5, 193 


Sky Copy Returns 
as Legal Experts 


outh in a speed-mad world. It is a/| & e M " - 
New Sales Weapons. speedometer equipped with a green eet in ourt 
|light, which suddenly turns to} | New York, Aug. 31.—Defvyin, 
6 , og ying 
: | red when the car hits 35 miles. Will | the authority of Mayor F. H. La 
| drivers who are in a hurry to get | | Guardia and the New York Police, 
, | lice 
|some place welcome this warning Department to regulate advertis; 
sae ing 
(Continued from Page 1) _of danger? by means of banner-trailing ajy. 
, | Mr. Moock devoted a part of his planes, the S. S. Pike Company jg 
Plymouth reasons. The story, it be-| address to an analysis of the auto- continuing to sell and exhibit such 
lieves, will be effective until it is| motive business for the benefit of aerial copy while awaiting a juqj- 
overdone, and it is jumping into the| the assembled clans. “Is it a good The rates for this department are as follows: cial decision on its application f 
: i aria “fl igeplelat er gears , ‘ “He , 2d.” “Positi Wanted,” “Representatives Wanted,” and ‘ — : 1 Tor 
field with enough prints to supply | business?” he asked, and then nepranentaives {A vailable,” 30 cents # line, minimum charge $1. Terms|a permanent injunction restraining 
every important dealer. Wilding | talked at length in an effort to} cash Pen Seeer. stiiaens (single insertion'rates): % in., $2.75; 1 to 3 in. city officials from enforcing the re- 
Picture Productions, Inc., which} prove that it is—not only for the All pg oye hint dtanetamt: ; 


made the movies, is also cooperat- 
ing in installing projection equip- 
ment for dealers. 


After Rivals’ Customers 


manufacturer, but for all others 
connected with the trade 
Eighteen per cent of all Chrysler 


dealers, he said, have 20 years or 


| $4.75 per 
| insertions. 


as well. | 


Write for descriptive folder describing discounts for term 


HELP WANTED 


RESEARCH FIELD INVESTIGATORS | 


HOTELS AND APARTMENTS 


cent ruling banning such activity. 
Attorneys for Pike and the city 
argued the case in supreme court 
in Jamaica, Queens County, last 
week, but Justice Charles W. Froes- 


more service to their credit. He met orga oer ee i expenens sel has not yet announced his decj- 

Second new weapon in the Ply-| quoted other figures showing that pervect Bere etn country, Part aed)“ S@CKY Vener sion. Pike lawyers contended that 
mouth arsenal is direct mail on an| more dealers have succeeded in the | full time positions open for beth men | OPENED OUR EYES” the regulation of aircraft was a 
elaborate scale. No less than 5,-| automobile field than others. fr ge ge Bag = Beery ag state and federal function, while 
000,000 pieces will be dispatched in| Mr. Moock closed with an ad-/ ket research. | Compensation better “We had no idea we could find a the city argued that regulation was 
the next year, and it is no secret! monition to the dealers to “put on rina lech: er rte hm g ree ny a luxurious home furnished to our necessary in the interests of safety 
that the recipients will be for the your fighting clothes.” The com-j}| more rigidly supervised and ¢ hecked | tastes so close to the Loop. Then The controversy was precipitated 
most part motorists who are now| mercial line, to be presented about seth sataiee of WEN mamene ba Bsn power Be mod San ie die aus as the result of a forced landing 
owners of Chevrolet or Ford cars.| Nov. 1, will prove as pleasant a| ket research experience and refer- nectar (ebienee.” . by an advertising pilot at Coney 
Statistics recited by the movie said| surprise as the pleasure models, he| oy. isi1. ADVERTISING AGE. N. Y. ; Island Aug. 7. The plane was dam- 
that in July Plymouth was going} said. —<—____=——— aan eie ann omntinne od cape | aged and the pilot hurt slightly, but 
fastest of all in the low price field, ne POSITIONS WANTED Galles eins te teneon adhe 41 none of the thousands who wit- 


despite the fact that most of the 


. . Young man wants opportunity with | All the advantages , 
motorists who bought rival cars | agency—l2 years radio broadcasting of a luxurious hom ust 5 min- The mayor revoked all licenses for 
were never contacted by a Plym- | experience. Responsible for complete utes from downtown activities both planes and pilots as a safety 

: R re | M k operation of outstanding stations and . 
outh salesman. The new campaign eda y to a e . e| regional network, Thoroughly famil- Lee Perry, Managing Director, in measure, and thereby forced the 
is designed to aid Plymouth field P 2 P iar with programming, facilities, tal- vites your inspection S. S. Pike Company temporarily out 

: 2 T ent, sales, merchandising, markets a Se ee 7 
men gain the ears of those hitherto ed onscl1ou listener habits and surveys, Exten- | of business. 

| | si l t ith sta- | 
Jar ia oO CC ; ars. |} sive persona acquaintance wit 1 sta- | siete eines + . sine 
- te to c ompeting cars ™ (Continued from Page 1) tion operators. Has balance of sound | SENECA HOTEL The Pike planes remained 

Beyond this, J. Stirling Getchell, ; judgment in valuating radio material | 200 EAST CHESTNUT STREET grounded until after the case was 
Inc. the F é “ncy ri snarpene j **tec “hse Vv mj and tulent Has every reason to be- ma — -_ —— “ af pis 3 

ne» Plymouth agency, will} sharpened into “tea peps you up!) {0 US) sromer shamett, could pub- | SUPerior 2280 heard in court, but have been out 
have the responsibility of produc-| and augmented by a strong econ- stantially increase department billing. | in full force ever since, flying over 
ing sensational copy for newspapers,| omy appeal. There will be empha- | \’ = pg Og As gag Re Td the ocean to attract beach crowds. 

‘ ‘ - starter “Om reputable ue e Sling 
magazines and posters. A _ radio} sis on hot tea from October to May, lagwency and venir to go anywhere |= r > ee |The city has taken no _ further 
network program again will hold| and iced tea from May through| Peferences on request, | ee acti 
Seut s a “9 age d) a — y through | ex 1508, ADVERTISING AGE, Cho. | MAKE EVERY DIRECT-WAIL ection. 
orth, and will be supplemented by | September. | ‘ ouereneemereniennseaeneh |dollar count for two, by employing | - — 
numerous spot announcements dur- Comic section advertising has | SALES WANAGER AVAILABLE = | newest Photo-Offset process; repro- 

, . . p ‘ Now e loved as N. EK. Sales Manager. | duces : thing that ci be ‘inted. 
ing the introductory period. been introduced especially to reach ate ne ‘ ris with Coteume ailee. |‘ = en ener! _ a ¥ sonic = . Two New Accounts 
The convention at which Plym-| young people between the ages of | ae eencr, 7 yrs. _— P } date ‘seals we Aeron! eee Jaffe & Jaffe 

sl ae ° 38 : P , : : ai i epartmen licago Manufacturer, » —— eaiehenduaaia a i | 
outh dealers heard these tidings was | 16 and 20, where a fertile market} yrs. XN. Y. Office National Magazine, Perfect process for all sorts of ii- Simon Levi Company, Los An- | 
as streamlined as the new model| is believed to exist. These cartoons 9 ? ad old, ' le Age’ Lar: pln | lustrated advertising, literature, sales | geles wholesale liquor dealer, and 

. . 9 P , 5 . oderate salar ro oan ere, . ars ‘atalogs : > sts sales- ‘ © >i I 
car. While they were taking their} will appear in the comic sections of| pox 1-10. ADVERTISING AGE. N.Y fey a — fueat ig oe ‘ _— El Mirador Hotel, Palm_ Springs, 

, r : A : » 4 ate . PY s 4 mM, 4. . " Ss t als, “tr . ms ets, ete, ‘ P ake . is 3 . 
places in the auditorium at the Pal-| 59 newspapers covering a primary |— Short runs no penalty! Calif., have appointed Jaffe & Jaff 


mer House, they were entertained 


curtains were 


Million Dollar Fund) 


area consisting of 19 Northeastern 


Advertising agencies LOOK 


Graphic Arts Man—Al Typographer, 


modest rentals 


300 COPIES (8%x11") $2.50 


nessed the mishap were injured 


Advertising Agency, Los Angeles, 


. . : | age 37. Handled all phases of print- Additional hundred copies only 25c j 
by a swing band, including a vocal-| states plus several cities elsewhere. | ing. Purchasing, detail, layouts, en-| Even lower prices for quantity orders. to handle their accounts. on 
ist. The house was given a gala| Last year the Tea Bureau's news- | Rrtvings, display and ad composition Any size supplied, Send for free | Cari L. Junge is account execu- ; 
- : , Ryd paren gay Peni —" ©] Capable craftsman for advertiser op- information book |tive for Levi, with Ben Jaffe on the 7 
atmosphere with banners and plac-| paper advertising appeared only in| erating private plant or typographic | Laurel Process, 480 Canal St.. N. ¥Y. ©.| E] Mirador account. 
ards, one of which outlined the} news sections, and was confined to] [pie "Si, OV ERTIOING Loe Ny.) GET BUSINESS AT LOWEST COST — panelists 
motif of the 1939 campaign: “So| ei states canarnctrenigenameeresnansins | We will gladly send you samples of 

, P , P & say eight states. : . Free lance artixt—10 years experience | OUP New PHOTO AD-CARDS. They Ben-Burk Launches 

beautiful you won't believe it’s a} On the magazine list are The eee eee ee direst tail nation Set results. Adapted to any business Dri in 300 Daili 

‘ ae - ‘ : | Meas, i ’ . ee Hil ‘ | "i . > 52 3 f 
low price car. This claim was| American Weekly, Good House-|ally known accounts, Want part time be hoy PHOTO SERVICE rive in alles 
7 . . ° . ‘ ‘rg ‘ oa 90? ‘ ‘ atte d s 7 e ° 
forcefully dramatized when the | keeping, Life, The Saturday Eve-  }))°')*5\"' at Vien TioiNe elie yy, | Market & Third Sts.. Hamilton, Ohio Ben-Burk, Inc., distiller of Old 


finaily swung back, 


ning Post and Woman’s Home Com- 


Over 30.000 Chicago aren housewives 


OLD ENGRAVINGS BOUGHT 


Highest cash prices paid for zines, 


|'Mr. Boston products, has launched 


a campaign in 300 newspapers, fea- 


revealing the big new Plymouth on} panion. Insertions will vary in size | \ : , : on. © > ahs : 
: . : d . lkne ne ‘ Il be o se to vo ) electros, copper plates, et« : “fay . ” 
a turntable which gave the dealers| and will total 22 between October | giving. publicity to fooda or house CHICAGO. SCRAP MBTAL Co. ar - the flavor difference. also 
a view fro very ; le The and Marct | furnishings? 160% 8S. Homan Ave., Chieago Co or pages 1n Magazines are als 
, an Cus ao = sae Sey | oe egpedl | Box 1512, ADVERTISING AGE, Chee CRAwford 0227 being used. Pedlar & Ryan, New 
might have added that the Plym- Special point - of - purchase mer- a ‘ York, is the agency. 
outh is so big that you won't believe} chandising effort will follow full . —_—_—_ 
it 5 a low price car. the hose of the color pages in ae A merican Weekly National Brands Committee to Seek Five Name Clark 
car has been given a streamlined| Nov. 6 and Jan. 22, 1939. In No-| Markets New Coffee Darwin H. Clark Advertising 
ccna “ideas ic sean” ee ae National Brands Sales Corpora- Uniform Rule on | Los Angeles, had added the follow- 
New Safety Gadget Rassias it will to a Pe se vite r }tion, Chicago, has introduced Del Li |ing financial accounts: Hass, Barnes 
Newapaper wun present were ity” pe : r vital-| Haven coffee, its fourth coffee | iquor Copy & Maxwell and Fairman & a 
we ial. i 4 : i : : brand. a Angeles; Mutual Building & oan 
pledged to secrecy about mechan- The account is handled by Wil- Other brands include Freshway Portland, Ore., Aug. 31.—Three | Association, Pasadena; Davies & Co., 
ical details. They agreed with Mr. | liam Esty & Co., Inc., with Frederic Leadway pe Parade all of ethic | liquor control officials representing |and Sargent, Taylor & Co. Clark 
Moock, however, that “it’s a sweet-| E. Sturmer in charge. ; a | the states of New Hampshire, West 


are distributed nationally. 


IT WAS THE SAME OLD 
STORY .. . SOLD BY THE 


COMPETITION BEFORE WE GOT IN 


THAT SETTLES IT! 
GOING TO ADD 


I'M 


Virginia and Wyoming will study 
the problem of establishing uniform 
state regulations covering liquor ad- 
vertising for the National Alcoholic 
Beverage Control Association, a 
project which received approval at 
the group’s first convention last 
week. (ADVERTISING AGE, Aug. 29.) 


Names Policy Group 


Named to the special advertising 
policy committee by 
McC 
ended its convention here, are F. 
Clyde Keefe, secretary and general 


counsel of the association, Dover, 
ADVERTISING AGE TO | New Hampshire; R. E. Kelly, chair- | 
man of the West Virginia Liquor 
OUR SALES STAFF AT ONCE Control commission, and C. L. Grif- | 


fin, assistant director of the Wyom- 
ling Liquor Commission 
Mr. Griffin spoke before the con- 


vention on adverti 


| 

| 
cing 

ing 

| 

| 


President R. | 
Bullington, as the association | 


problems, | 


| will handle the Los Angeles adver- 
tising only for the last three ac- 
| counts. 


‘Coffee Soda Bows 


| Simpson Spring Company, Bos- 
ton, is introducing Coffee Soda, its 

newest product, in New England 
| newspapers. 


asking that a uniform set of rules 
be established by the nation’s 17 
liquor monopoly states to corre- 
spond with those of the Federal Al- wee TYPE COSTS 10 
cohol Administration S’ GOOD TIMES ORB 
That is why hundreds of agencies, manulec- 
turers and production departments are using 
Ray Legg Promoted FOTOTYPE to cut costs. With FOTO- 
TYPE, type lines are quickly, economically 
. Ray Legg, formerly manager of set, yet the method is so simple that your 
— fem ithe Kelvinator National Direct office boy can be your compositor. 
; Sales Division, has been named Write TODAY for Catalog demonstrating 
: » i general sales manager of the the FOTOTYPE system. Over 40 different 
ie ae te is Leonard Refrigerator Division of faces available - scripts, reverses, etc. 
. . ral _———— Nash-Kelvinator Corporation, De- P 
es troit. Mr. Legg 8 hn. 1 Fototype Co. 630 washington, Chicas? 
Petrie, resiened & *This entire ad co with Fo 
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food, Drug Chiefs 
list First Results 
of New Law 


First Nine Criminal 
Prosecutions Bring 


$2,000 in Fines | 


Washington, D. C., Sept. - 
Wholesale food and drug seizures | 
and nine criminal prosecutions in- 
volving fines of $2,000 marked the 


July activities of the Department 
of Agriculture’s Pure Food and 
Drug Administration, the first 


month of full operation under the 
new law. August figures will be 
released about mid-September. 

Chief drug and cosmetic seizures 
were substantial shipments of 
“Magic Di-Stik” and “Lash Lure,” 
said by the Pure Food and Drug 
Administration to have been “im- 
plicated in the past few years in 
many cases of severe eye irritation 
and injury.” 

Action was also instituted against 
the manufacturer of a preparation 
called “Causalin,” under both the 
old and the new laws. Charges 
alleged under the old law that the 
subsidiary label statement ‘“‘Amino- 
dimethylpyrazol-on-Quinoline — sul- 
phonate” was a false representation | 
of the composition of the medicine, 
other significant ingredients 
were present. Under the new law, 
it has been alleged that the product, 

pain-relieving preparation, “is 
dangerous to health when used in| 
the dosage or with the frequency | 
prescribed, recommended, and sug- 
gested in the labeling thereof.” 


Defendants Are Listed 


The nine criminal prosecutions, | 
ich terminated with fines during | 
July, were against four shippers of | 
and five shippers of drug’ 
eparations: Laramie Valley! 
‘reamery, Laramie, Wyo., for low- 
it and short-weight butter; Sweet | 
rrass County Creamery, Big Tim. | 
| 

] 


since 


foods 


er, Mont., moldy butter; George W 
Hagnell, Chattanooga, Tenn., short- 
ght preserves and honey short | 
veight and glucose adulterated; 

») Terkanian, Phoenix, Ariz., for 
excessively dried grapefruit. 

he drug prosecutions and fines 
were against Blackman & Black- 
and Theodore A. Blackman, 
New York; Larche Laboratories, 
Denver; Rovin Therapeutic Prod- 
ucts, Detroit, for shipments of sub- 
standard pharmaceuticals; Dr. J.! 
Cannon Salve Company, Petoskey, 
Mich., on “Cannon’s Salve,” a mis- | 
branded patent medicine, and | 
Healthagain Laboratories, Wells- 
burg, W. Va., for shipments of | 
‘Healthagain.” 

Shipments of canned 
cherries, pears, peas, tomatoes, | 
peaches, low-fat butter, high-moist- | 
re cheese and honey were seized 
in large quantities for falling below 
canned foods standards. . Filth and 
lecomposition caused confiscations 

irge amounts of moldy tomato 
ip and puree; table syrup; in- 
sect-infested candies: partially de- 


apricots, 


composed and filthy refrigerated | 
ieat; whitefish infested with | 
sitic’ worms; partially decom- | 


DOsSed 


worm-eaten and 
iy pecan meats; maggot infested | 


frozen eggs: 


u insect infested flour and/ 

ee and filthy sour cream. 

Further figures list seized ship- | 
of a “malted milk food | 


which contained little or no 


i milk; thousands of pounds 
a containing added vegetable | 
sur packages of “butter cookies” 
no butter content; synthetic- | 
lavored “raspberry extract 
trated;" sacks of bleached | 


taining inconspicuous or | 
laration of bleaching; “re- 
soya bean oil” which proved 
than 90 per cent mineral oil 
ny others 


STIPULATION FILED 
bY WARNER ON VINCE 


ington, D. C., Sept. 1.—A re- | 
{f the Federal Trade Commis- 


sion today declared that William R. 
Warner & Co., and Vince Labora- 
tories, both of New York and “en- 
| gaged in selling a medicinal prep- 
| aration designated Vince,” have 
agreed to cease and desist from 
the following representations in 


soliciting the sale of and selling the | 


product in interstate commerce: 

(a) That Vince is suitable for 
prophylactic use unless the condi- 
tions it will prevent are specified; 

(b) That there is no other an- 
tiseptic which will destroy both 
aerobic and anaerobic organisms as 
efficiently as Vince; 

(c) 
tribution of science to efficient and 
complete mouth hygiene; 

(d) 


plete oral cleansing; 

(e) That Vince or oxygen re- 
leased therefrom will disinfect or 
purify; 

(f) 
mucus; 

(g) That Vince is a specific for 
any type of oral infection other 
than Vincent’s infection or is an ade- 
quate treatment for colds, tonsil- 
litis, rhinitis, pyorrhea, non specific 
stomatitis, acute pharyngitis, ne- 
crotic gingivitis; 

(h) That Vince will neutralize 


That Vince dissolves pus or 


That Vince is the latest con- | 


That the properties of Vince | 
are available for thorough and com- | 


the acid condition of the oral cav- 
ity except for a limited period of 
time; 

(i) That Vince is a protection 
against colds or throat irritations or 
will ward off infection; 

(j) 
natural brightness of teeth; 

(k) Unqualifiedly that Vince is 
| recommended by dentists and physi- | 


That Vince will restore the} 


State Official 
Takes Hardboiled 
Stand on Eggs 


Harrisburg, Sept. 1.—Expressing | 
|alarm lest the egg lose its preferred | 
position on America’s. breakfast 
| table, J. Hansell French, Pennsyl- | 


cians as an ideal aid to clean, spark- | vania Secretary of Agriculture, to- 


|ling teeth, a clean mouth and a} 
|}clean throat; 

| (1) That when used as a denti- 
frice, the oxygen liberated by Vince 
'is a powerful antiseptic, or that 
where it reaches germ life cannot 
survive; 

| (m) That the oxygen liberated 
by Vince is beneficial to the tissues 
of the mouth. 


Franklin Bruck Named 


Maryland Baking Company, Bal- 
timore, manufacturer of ice cream 
cones, wafers and containers, has 
|appointed Franklin Bruck Advertis- 
ing Corporation, New York, as its 
agency. 


Joins Outlet Company 
Joseph J. Librizzi, formerly sales 
and publicity director of Gimbel 
Bros., Milwaukee, has been named 
director of sales and publicity for 
Outlet Company, Providence, R. I. 


day urged poultrymen to advertise | 
their wares. 
the value of poultry products as 
food has never been told, said the 
secretary. 

“We have seen posters extolling 
the benefits to be derived from 
drinking orange juice for break- 
fast,” said he: “magazine advertise- 
ments in behalf of breakfast food; 
and radio programs devoted to 
meats. As a result, the public is 
consuming more orange juice, cere- 


|}als and meats and the three-minute 


egg is being unostentatiously el- 
bowed off the stage. 

“The poultry industry has a per- 
fect product to advertise, and it 
must break its long silence.” 


Waters Adds Wilcox 


Annette Wilcox has joined Nor- 
man D. Waters & Associates, New 
York, as fashion director. 


The technical story of | 


|Mac Nair-Dorland Buys 
_“Photo-Lithographer” 


A majority interest in The Photo- 
Lithographer has been acquired 
from Walter E. Soderstrom by Ira 
| P. MacNair, Grant A. Dorland and 
Wayne E. Dorland, who publish 
American Ink Maker and Soap & 
| Sanitary Chemicals. 

| The Photo-Lithographer is the 
| official organ of the National Asso- 
|ciation of Photo-Lithographers. 


Crosley Radio 
Promotes Dunville 


Robert E. Dunville, formerly gen- 
eral manager of Station WSAI, Cin- 
cinnati, has been appointed general 
sales manager of WLW and WSAI, 
Crosley Radio Corporation stations, 
succeeding Robert G. Jennings, re- 
signed. 

He was previously with Station 
KMOxX, St. Louis. 


P. O. Out for Business 


United States Post Office Depart- 
ment will display in 24,500 post 
offices throughout the country dur- 
ing September and through Na- 
tional Letter Writing Week, Oct. 
2-8, a specially designed poster with 
the slogan “Write Today to Those 
Away.” This follows the Air Mail 
Week, May 15-21, to increase the 
use of air mail. 
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MVIAM! 


That's just one of the talks to be delivered 


anonymously 


by a masked speaker that will 


set every man thinking at the Annual Con- 
ference of National Industrial Advertisers 
Association in Cleveland, September 21-23. 
A second masked speaker will tell what he 
would do if he were a publication repre- 


sentative. 


We're not going to tell you much here—just 


highlight the 
mouth water 


T. M. Girdler, 


program enough to make your 
and your brain tingle. 


Chairman, Republic Steel Corp- 


oration, is scheduled for the opening address 


and when “"'T. 
J. H. McGraw, 


M.” talks he says something. 
Jr. will talk on “What I Would 


Do Now If I Were An Industrial Advertising 


Manager.” 


The new Publisher's Statement will receive 
full discussion. 


Clinic sessions, so popular last year, will 
again cover a wide range of interesting sub- 
jects. Two half-day sessions instead of one. 


A general conference session will cover such 
subjects as “Preparing the Plan”, “How to 
Gather Usable Material”, “Copy Technique”, 


“How to Sell 


Management”, “Co-ordinating 


1 were all 
VS ADVERTISING MANAGER: 


Sales and Advertising” and “How and Why 


to Use an Industrial Agency.” 


Another session will deal with “Problems of 
the Small Advertiser”, “Production Prob- 
lems”, “Public Relations’—and there are 


many others. 


If I were an Advertising Manager, I certainly 
would start now to make plans to attend the 
16th N. I. A. A. Conference even if I had to 
hitch-hike to Cleveland. And I would send in 
my advance registration now to—Ed. Bossart, 
Bailey Meter Company, Ivanhoe Road, 


Cleveland, Ohio. 


new viewpoint that can be 
hearing discussions by men 


IF I EMPLOYED AN ADVERTISING 
MANAGER-! would make certain that he at- 
tended this Conference, because changing times 
and markets demand a changed viewpoint—a 


obtained only by 
whose experience 


is up-to-the-minute—right up to September 21st. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET 


CHICAGO, 


ILLINOIS 
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ADVERTISING AGE 


September 5, 193g 


Calls Fashion Key Retail Linage e Total Index of Retail Activity in 79 Important 


Shows a Decline 
Purchasing Habits of 11.4 Per Cent 


New York, Sept. 1.—Fashion is| Chicago, Sept. 2—Volume of re- 
the motivating force behind most | tail display advertising the first 35 


to Housewives’ 


ef the consumer buying in this | weeks of this year through Aug. 27 = wae. 
country, according to Harry Singer,| was 11.4 per cent under the cor- % Gain % Gain 
. . . . . . ,. b J a+ * ~J y ¢ g - - \ os 
advertising director of Simplicity’s | responding per iod of last year, ac wn 9k Sate os. Week ge taas antes 
Prevue Magazine, who offered | cording to the ADVERTISING AGE In- Period Period Period 1938 1938 Week Week 
newly gathered data today on how | dex of Retail Activity. Ended Ended ; Ended oa one 1 wnees a nd ed - 

? ‘ 2 . . > “ ‘ » O¢ O26 d - 36 Aug. 27, 195 936 vod é gy. 8, ive y oi, OSs 
home sewing affects feminine buy- In the period reported, news- City Aug. 29, 193¢ ; ns — 587 537 379 250 968 315.411 at 
: : : 9i0r arkets whi : s01.515 ,209,923 086,06 —23.% —27.§ 420,% Z1lo 4 
ing in general. | papers in 79 major markets w — ane ny _" cSaua ey kanes eee ate - aoe nee 3627 300 ry *18 87983 ~ 

are included in this Index carried | “!t0ona, 7a. -.---+-.--- by ep ne 9 970 9.854,614 4.3.7 1.9 $15,532 6 

ns for Sewin , —« sa) Atianta, Ga. ...s.seeus 9,504,600 10,052,2% 9,903,025 “4 i. bh 

memeemuaihes . a total of 602,216,199 lines of retail) Poitimore, Md. ......- 14,083,871 14,910,099 13,847,336 —1.7 “7.1 320 4% 0.8 

sre are 25,400,000 homes in the | display against 679,311,226 lines for| Birmingham, Ala. ..... 7,700,392 8,391,012 8,208,550 +66 00 —s.e ahi 4 

Jni 5 j i : i 7... —_ 991599 8.3 ———§ 2 354,441 ) 
United States with a sewing ma-|the compared 1937 period, a loss of | "Boston, Mass. ........ 12,921,529 ‘ 11,844,011 8. 5 28,580 0.7 

F P 5 848.426 3.2 10.2 154,000 

; ar ¢ . > . a erm » Iridgenor a | ; 218 6 509.5 5, ,420 -3.0 : o4, 8.1 

chine, he declared, and 79 per cent 77,095,027 lines. Compared with eg rt S nn. 10 oo ae .. 6, a ome Fg nese oe 72a aa ans rg hy 
of American housewives practice | 1936, this year shows a loss of 6.7) (U7 ey aga te : 25/995 aera me es 70108 66785 " 
the art of sewing. Women sew not| per cent. fatne te ipids, “ies 3.283.574 3.455.858 3,118,542 5.0 9.8 106,344 109,088 nA 
primarily to save money, he said, For the seven day period ended | Ghatianoozga, Tenn. ... 4,532,291 4,243,126. 1,064,498 —10.3 —#.2 yh pons “6.2 
but to get better clothes and as @| with the date reported, the Index| Chicago, Ill. ......--. 19,462,840 31,588,764 20,060,080 +34 =—w $42.4 - “eee 20.9 
ans Si ir ~ativ ve Cinstnatl, O.. is< 6055s. 10,890,306 473,342 9,802, “a oe semece rege h : 
means of expressing their creative | cities show a total of 16,142,458 yaa > often ryt Rage 312 en 114.216 214, 231 “op 
instinct. The fashion urge was also | jines, a loss of 2,433,811 lines or 13.1] Columbus, O. 1.1...00.0eeeees tee r ace ree, Sears 
pictured as the key to feminine| per cent under the 18,476,458 total | jajias, Tex. TT T5206,674 13,966,488 13,496,512 F22 3.4 384,316 127 
buying decisions on most advertised | toy the corresponding week of 1937.) Dayton, O. ........--. 8,771,158 10,205,456 8,252,730 0 *s “a — 6.3 
. ; ° . ‘r ‘ol i,7t0 58 5,797,89 5,864,619 - e.% 3. VI 0 i 
products. Variations from 1937 levels for * ig o set eeees re bey be 8 rye a. +t 44 14 ory 139188 139°624 rt 

° ° es i i Bvccscvene 1,002 so 6 © 9 sve ° : pap el a aa oes 

each weekly period of this year are} |yetroit, Mich. ........ 13,788,098 14,673,896 11,246,244 —18.4 —23.4 377,870 283,438 —2 
Benner Advanced shown in the table following: ) 8. Sree re ee eee “ os 185,388 155,190 16.2 
OF Perret 1,673,938 6,062,322 5,795,856 + 24.0 -4.4 180,670 164,878 &.8 
Harry J. Benner, formerly adver-|Jan. 1 .......---. sel ati — 0.8) Evansville, Ind. ....... 8,576,092 8,343,987 8,148,344 —5.0 —2.4 230,580 197,400 iW 
tising manager of the Observer-|Jan. 8 .........-. — 2.4] Fall River, Mass....... 2,273,676 2,338,137 2,083,062 —8.4 —10.9 60,245 ert vs 
; $ 2 73 532 . - “99 99 98 — | 4 i 97 is 3 99 ¢ 
Dispatch, Utica, N. Y., has been] jan 15 .................. 3.7|Flint, Mich. .......... 3.53 6,008,478 4,532,220 22.8 24.6 150,276 115,738 23.4 
named advertising director of the|y,, 99 ............. . 5.1| Fort Wayne, Ind....... 7,405,328 7,817,943 6,957,405 6.1 11.0 200,242 169,260 1. 
Utica Daily Press and Observer- can 29 _7.9|Gary, Ind. .........-. 1,021,934 4,916,508 3,696,020 —8.1 oe Poy tt- Be +p 
Dispatch. Elmer J. Pierce, formerly Poy — Grand Rapids, Mich.. §,939,752 6,943,558 5,563,918 6.3 = rig 4 ba eas ’ os 
. s assists sce tm | Feb. 5 .......-- seasons 7.4! Greenville, S. C..... 3,867,285 1,479,622 1,159,971 +7.6 —4,1 185,142 159,515 13.9 
Mr. Benner 5 assistant, succeeds him F b 12 ' “i He - ston Ts x 9.450 S56 10,666,144 10,773,218 + 14.0 +1.0 270,788 281, 750 ~4.0 
on the Observer-Dispatch. CD. 16 nce res eerecccees re scsi. abs eM A SnD ct hs Jet bine hee 5 Ad hs: a ee 
Feb. 19 6.8 | Indianapolis, Ind. . 11,391,650 12,184,793 10,201,682 10.5 -16.3 310,744 264,376 4.9 
er ee ake nr ‘ile, Fl: 5,696,175 6,205,430 5,833,180 +2.4 6.0 155,358 141,904 Bi 
Feb. 26 -11.4 | Jackson, ille, Fla, : 696,17 »205, - <4 ge Hey “8.7 
; ‘ | Jersey City, N. J 1,579,620 1,558,895 15.3 25,76 30,07 + 16.7 
New Aluminum Film am: © 14.8 | Jersey City, N. 79,62 558,896 3 aavere 16.7 
March 5 ‘ Kansas City, Kans 1,602,958 1,788,696 16.7 + 4.6 61,103 50,932 6.7 
The second educational sound] March 12 16.6 | Knoxville, Tenn. 6,448,015 6,643,462 +14 —1.6 190,302 (170,310 10.5 
motion picture featuring the} March 19 18.3] Little Rock, Ark 6,289,757 6,238,274 %y “2.9 171,822 157,612 83 
. . or - « Q9 9 76 a7 
processing of aluminum has been] March 26 .... 4 14.2| Los Angeles, Cal 17,025,133 ' a9 , erg dd yet 8 
released by the Aluminum Com- April 2 09.9 | louisville, Ky. .....6. 0s ueees 10,456,820 $143,995 . 12.6 263,25 221,657 15.8 
‘ nericé ; pril 2..... heeeees ’ ‘| Lynn, Mass. ...... 6,618,192 6,583,108 5,013,230 24.3 -23.9 189,280 150,346 20.6 
pany of America. The film, entitled ; — ' er nape iy ; 40 Ps ane 9 = 59 794 , 
: ere April 9 , 5.3 | Manchester, N. H. » 308,841 2,401,658 2,404,906 1.2 +01 65,814 62,796 1.6 
“Aluminum Fabricating Processes,” |4*PT 8: 9 81 dois 7306-134 7,897,178 7,369,712 8 +09 a 225,624 18.9 
To peat . a a 15.7 Milwauke wi ‘ahaa wi 6 503" ‘ace Bi {. +4 499 0'606.163 0.2 14.6 247,724 246,843 0.4 
“eo Service stro} / 2 ee , a ad oe ode te o.¢ | Mi aukee, B. o- . oe 6 7,0 , . - 3.9 pet tp. 4 : win 
ture Service, Detroit. tr 10.8 | Minneapolis, Minn. 4'849.950 9,724,441 8,682,036 11.9 10.7 279,546 244,132 12.7 
—- April 30 ~, | New Bedford, Mass 2,191,916 2,264,346 2,044,476 6.7 9.7 59,486 47,278 0.1 

“ . .“ BM heres hans eds Bw $78 12.¢ New Haven, Conn...... 5,883,976 6,256,340 5,910,492 + O.5 5.5 158,914 14%,840 11.4 

To “Cosmopolitan a «lll + 24 i ht Eo A I hl 
May 14 -14.8| New Orleans, La.... 12,809,804 2,137,570 3 8.6 358,345 369,498 
2x . , , - ( ( 9 ” 9 ‘ 907. 605 
Harry M. Dunlap has been ap-|May 21 14.3|+New York, N. Y.. 10,874,494 7,319,412 8.7 12.4 te tiers . 
j isi : 1 \ q 3.2 253.92 6 26 : ‘ : odsb 4 
pointed advertising manager of Cos- May 28 14.7 | oo * N. Y. pny merrier? ny “28 oss ane 155,008 10.1 
i Ww rik > ra¢ > | ~Oortolk, BM. sescee 6,405 ) — 4. —od.0 ie, v0, 10.) 
ne: agp ae bys ~— was\June 4 14.3 | Oakland Cal 5,041,638 4,782,942 —5.1 —6.9 166,758 140,033 16.0 
yusiness manager o eo Vakiand, esceees BO A RT 5 A 8 8 nt BORE 
: : AB : — . eautt PD ) eee 14.9 Oklahoma C ity, ity, Okla... 7,325,455 8,059,948 7,882,019 +- 7.6 —1.9 266,994 234,220 12 
ful for the past three years, after 7 ane aoe ‘ ; 7 4ne 76.985 5.( 
ery) ‘ , June Terr oe th OE eer 7,090,950 7,663,093 6,605,572 6.9 13.8 187,456 176,985 5.6 
serving ‘en years On tie Good!’ ne 25 16.9| Philadelphia, Pa. ..... 18,395,412 19,515,199 16,678,845 9.9 14.5 460,626 441,429 1.2 
Housekeeping Eastern staff. ot ~ | Phoenix, Ariz. ........ 1906, 986 1,814,026 5,062,832 + 3.2 +6.2 117,740 122,206 + 3.8 
jentenseneteeneanes July 2 ........ my **Pittsburgh, Pa. 14,965,958 16.582.776 13,004,362 13.1 —21.6 4421540 319.298 27.4 
July 9 ...... - —**.4) Portland, Ore /825,109 8,524,098 7,654,096. —2.2 “10.2 278,950 242,970 —i29 
Four to Gerst | ee —13.0| ++Providence, R. L.... 8741 5,398 9,234,883 7,363,604 15.8 20.2 246,080 165,325 32.8 
‘ +s “ | >. A > . 6 i - . -~9 oer o 135 . 97 99.5 
Gerst Advertising Agency, Cleve- | July 23 -13.9| Reading, Pa. ......... 6,080,102 7,108,870 6,152,965 $1.2 13.1 186,998 144,970 
g as ne iy « « sichmona, BM, eossscves 5,094,460 ot 00 ‘ H,4b6 « vee #~40,912 eli,ed —I 
land, has been‘named to direct the oe 13.3 Rick i, Va. 8.534.764 8.639.638 82 He g° 93 40.91 1 & ' 
adios . ect the | July 30 ........ %-9 | srochester, N. Y.....- 11,940,990 11,818,889 9,245,824 22.6 21.8 79.388 254,391 §. 
following accounts: Lonz Wineries,| Ayo. 6 13.1 nlc na : : ayayermennenial <aws a 
Middle Bass, O.: Springfield Mfg ——_ ee a Rock Island-Moline .. 5,552,492 6,043,469 1,680,766 — + 2.3 6.0 162,372 116,102 28.9 
C ne "S) IP ice Se I Bhe we 6. \ SS Serer reeer ee er ere 13.5] Sacramento, Cal. ..... 5,775,497 5,756,769 134316 ~11.1 10.8 164,322 141,946 -13.6 
ompany, Springfield, O., furniture; | aug 90 ........... 12.4|San Antonio, Tex...... 1°356,653 4,367,311 1,123,127 ay ae 114,628 141,069 +231 
Kane Company, Cleveland, furni- Aug. 27 13.1| San Diego, Cal........ 9,299,598 9,543,906 8,315,938 10.6 -12.9 256,494 250,222 ~2.6 
ture and appliances, and Packard ME SF ch enntesnnecerses | San Francisco, Cal..... 10,353,926 10,594,121 10,262,112 —0.9 —3.1 336,874 296,652 — 113 
Cleveland Company. The tabulation appearing else-| Siiie Wash. ........ 6,608,070 | 6,831,180 6,080,407 3.0 “11.0 aii. 470 192,990 87 
a where on this page shows individual | South Bend, Ind....... 5,744,991 6,274,670 4,624,802 —19.5 26.3 55,216 ig t+ - + 
as 4,863,655 5,157,096 774,7 7 0,062 34,596 —15.9 
¢ . » rs C i. Spokane, Wash, ...... 4,863,655 5,157,096 41,774,714 1.8 7.4 se 9 . pda . 
Account to Kircher bins ne g + s for each city included Louis, Mo.......... 711,799,205 12,585,200 11,417,600 3.2 9.3 299,240 302,775 ar 
, in this Index St. Paul, Minn 8,448,958 7,922,3 7,342,536 13.1 —7.3 209,240 165,753 —20.8 
H. R. Nicholson Company, Balti- : Paes Eine cen ec nt chen the — rere : = 
. ™. ivracnae. NW . = oe 7 7 750 5¢ . 76 7s nad ? —} 2. 90.5 204,988 +74 
more, has appointed Albert Kircher . iceman a R. dehchohiaaie Hetty t+ ian ane myth : .F = oa eae sen1ee (+ 08s 
Company, Philadelphia, as_ its Agency for Justrite iGiaee, Wk, i .ssce.., 3,995,924 4°120,064 3'977.762 0.5 —3.5 114,226 100,002 —12.5 
agency, with Samuel Vance, Jr., ac- Behel & Waldie, Chicago, has! Toronto, Ont., Can 13,059,866 12,914,733 11,372,895 12.9 —11.9 333,398 295,547 11.4 
yen executive. A campaign will|been appointed to handle the ac-| Troy, N. Y....... 2,540,160 2,788,149 2,652,762 +4.4 -4.9 66,073 61,642 <—e 
; conducted for Nichol Kola bev-|count of Justrite Mfg. Company, | Tulsa, Okla. .......-. 6,546,970 6,410,496 9.5 7.6 188,356 158,046 aS. 
erage. Chicago, manufacturer of sanitary | Washington, [D. C..... 24,173,590 24,411,764 —8.5 9.8 wart eceee: 41 
ee pails, miner’s lamps and push clips. Worcester, Mass 7,739,492 7,951,718 — 5.1 —1.6 195 pd 167,86¢ 1 a 
Joins “Hairdresser” eee Youngstown, ©. 6,210,950 6,068,495 -21.6- 19.7 177.569 152,758 13.! 
William Grant Downie, formerly Guedel Advanced Total 619,218 690 679, 311, 226 602,216,199 —6.7 —11.4 18,576,269 16,142,458 — —13.1 
with Capper Publications and John Guedel has been named t ‘Boston American and Advertiser combination | discontinued April 25, 1938. American changed to tabloid 
Critchfield & Co.., has been ap- head of the radio department of — Ww R doing: Fr mmeneag ms rage cree wey — + sane 
; , po ‘ rartici eNnre ‘ —— ’ , ‘ tBrooklivn imes-Union discontinued June &, 1937. 
cmasnna red Western advertising repre- |Dan B. Miner Company, Los An- $Journal and Sunday American discontinued June 8, 1937. 
ee eat one American Hair- | geles. R- has been with the agency *Daily Ledger discontinued June 23, 1937 
sser, ucago. isince 1936. *¢#Providence Tribune discontinued May 1, 1938. 
=—— **Ny Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike 


To Publishers—sooking for 


new or better representation 


in the Middle West: 


\ group of individual representatives. each with a 
successful record covering many years, have 


now 
combined for the purpose of expanding their 
activities in this field and offering an enlarged 


service to their principals. 
Previous and 
advertising 
rating. 


national 
highest 


include 
advertisers of 


present 
agencies 


contacts 
and 


Publishers of aceredited media in sound financial 
condition who desire aggressive representation in 
the Middle West are urged to correspond for the 
purpose of effecting more complete and detailed 
information. Correspondence will, of course. be 
mutually confidential. 


ADDRESS: BOX 1515 
ADVERTISING AGE, CHICAGO, ILL. 


Vie. Ps 


Markets 


——m 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1938, by Advertising Publications, Inc.) 


Promotion Linage 
Off Sharply 
During August 


Chicago, Sept. 2.—Promotion 
copy placed in the advertising press 
during August was 4.2 per cent 
below the preceding month, accord- 
ing to a report released here today 
which shows a total of 184,548 lines 
for August compared with 193,088 
lines for July, a loss of 8,540 lines. 

Compared with the corresponding 
month of last year, 
a loss of 107,198 lines, or 
cent. 

Newspapers led in the amount of 
space used during August with 
51,380 lines or 27.84 per cent of the 
total, followed by magazines with | 
37,156 lines or 20.13 per cent of the 
total. Other important classifica- 
tions and the amount of space used 
| by each are as follows: radio, 
| lines or 10.30 per cent; advertising | 
| production, 16,688 lines or 9.04 per 


36.7 per 


August showed | 


19,019 | 


|cent; business papers, 14,154 lines 
or 7.66 per cent; and agencies, 
12,600 lines or 6.82 per cent. August 
linage records of the publications 
on which this report is based, are 
as follows: 


Lines 
ADVERTISING AGE (W)....... 79,058 
Advertising & Selling (m).. 18,270 
Printers’ Ink (W).......... 28,140 
Printers’ Ink Monthly...... 11,270 
Sales Management (sm).... 33,082 
Bee COME Ss Kis ceewae 14,728 


Gets Globe Investment 
Alvin Wilder Advertising Agency, 

Los Angeles, has been appointed to 

handle the account of Globe Invest- 


|ment Company, Los Angeles. News- 
| papers, radio and direct mail will 
— used. 


Chrysler Advances Bayne 

Joseph E. Bayne has been ap- 
pointed director of sales for the 
i|Chrysler Division of Chrysler Cor- 
poration, Detroit. He was formerly 
president of the Chrysler Detroit 
| Comps ny. 


Pettit Named Ad Chief 


Plez R. Pettit, formerly adverts- 
ing director, Toledo News Bee, has 
'been appointed to the same post by 
the Memphis Press-Scimitar. 


Stalker in Memphis 


H. H. Stalker has opened an office 
at 81 Madison blidg., Memphis. 
Tenn., as advertising and sales pre- 
motion counsel. 


Wanted 
Salable Advertising Ideas 
Have you a worthwhile advertising 
idea which could be profitably so! 
throughout the United States, ye 
after year? 
A reputable, well-rated concer 
with an experienced force 0! 
tlesmen, has successfully so! id - 
exclusive advertising idea 
nearly 0 years Our present 
Te l, being offered the 


irc? 


si of each year. We neec 
In ve proposition which w) 
keep our sales crew active the !s 
half of eac h year 


1es reated confident 


P. oO. na 5032—DALLAS. TEXAS 
———s—— 
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lothing Advertisers 
Plan Twofold 
Fducational Drives 


ADVERTISING AGE 29 


Lean Business Gives 
Third Class Mail 
- Substantial Boost 


DOWN AGAIN, UP AGAIN 
ALGORA — 


¥ 4, KUPPENHEIMER. 


a qne coat with 9 LIVES 


than a $2.50 average variation in the ADVERTISING A-B-C'S 
retail figure. | 

Continued attention will be given eee 

to retail displays. One of the in- 
novations is an animated cat, used 
, |in promotion for the Valgora coat | 
i line. This cat is seen walking along, | 
then falling and expiring. A mo-| 
! 

; 


: a 
ment later, however, he is on | 


way again as an illuminated panel 
in the background flashes one of the 


(Continued from Page 1) 


-vo magazines. Batten, Barton, 
purstine & Osborn is the agency in 
harge. 

~ Cooperative newspaper copy and 
jirect mail are also expected to 
ontinue at full strength, with the 
chief copy theme being the “Parade 
the Woolen Soldiers,” a presen- 
‘stion of five featured fabrics. 

Reporting success on its recent 
“Magic Money Maker” contest for 
alesman, Hart Schaffner & Marx 
vill follow this up Sept. 15 with an 
nstitutional campaign aimed at 
some 9,000 retail salesmen. 

Chief objectives of this campaign, 
Mr. Richer said, are to emphasize 
to the retail salesman the impor- 
tance of the national advertising 
pehind the product, the need for 
effective local tie-ups and the im- 
portance of the retail salesman 
himself. 

The “Magic Money Maker” con- 
test stressed the clothes themselves, 
the fabric which went into them 
and the workmanship used. This 
campaign will depart from that 
theme in presenting the “human 
side of the company.” 

Each of these 9,000 salesmen will 
receive at his home address a series 
of ten letters from company execu- 


tives, starting with Mark W. Cresap, 


president. These executives will 
devote their respective letters to 
that phase of the business under 
their direction. 


To Issue Replica of “Life” 


Following this series, the sales- 
men will receive what appears to 
replica of Life magazine. 
\dopting the style and_ photo- 
sraphie treatment of that publica- 
tion, this booklet will tell a com- 
plete picture story of the company. 

Subjects covered include all 

phases of work at the company’s 
plants, photographs and “‘case his- 
tories’ of key executives and candid 
shots of important operations in the 
ianufacture of the clothes. 
Hart Schaffner & Marx 
ises no radio advertising, it does 
express in this book an “apprecia- 
tion” of the plugs handed it by 
many top ranking performers in 
programs sponsored by other manu- 
facturers. 

A caption to a photograph 
Eddie Cantor’ reads, 
while millions listened in, Eddie 
Cantor, famed radio and _ stage 
comedian, deftly worked into his 
Camel cigarette program a smartly 
put ‘gag’ on Hart Schaffner & Marx 
clothes. 

“As a matter of fact,’ the caption 
continues, “in recent months a 
number of other famous come- 


ye al 


of 
“Recently, 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


This animated cat walks, falls and rises 
again to illustrate the “nine lives’ sales 


story of B. Kuppenheimer & Co.'s 


Valgora coats. 


dians such as Fred Allen and Jack 
Oakie have all made some refer- 
ence to Hart Schaffner & Marx in 
their broadcasts . and it’s the 
only clothing name so recognized.” 


Kuppenheimer Reveals Plans 


Another organization to consider 
fall prospects encouraging is B. 
Kuppenheimer & Co., where cam- 
paign plans, according to M. M. 
Lebensburger, advertising manager, 
include greater attention to con- 
sumer education, continued use of 
newspaper copy, direct mail, spot 
radio and display. 

Market prospects, according to | 
Mr. Lebensburger, are good in view | 
of the fact that both dealers’ and 
consumers’ inventories are _ low. 
While the company does not antici- | 
pate that sales will greatly exceed 
last year’s, it does believe that they 
will compare favorably and possibly 
equal the 1937 mark. 

“We were naturally affected by 
the general business recession,” Mr. 
Lebensburger remarked, “with our 
decline in sales running close to the 
average for general business. There 
are several factors, however, which 
point toward an increase in the 
months to come.” 


Tell “Quality Story” 


Answering the rising demand of 
consumers for factual information 
on the merchandise they buy, Kup- 
penheimer will launch a_ special 
campaign in 20 major cities to tell 
“The Story of Quality.” 

About 50 per cent of the space 
in these insertions will 


relate in-| 
formation that the prospective | 
buyer of men’s clothing should | 


know. Such copy, although run ad- 
jacent to the customary advertising 
for Kuppenheimer’ clothes, will | 
avoid any promotional angle. 

The series will cover all phases 
in the making and styling of men’s | 
clothes and is designed in part to | 


the masculine. There is a decided | 
feminine influence in the purchase | 


Lebensburger, although this is a| 
highly varying factor. 

Mr. Lebensburger said that 
women shoppers” generally are | 
more insistent upon details of style | 
and workmanship than men and 


that Kuppenheimer’s story of im- 
portant factors in textile selection | 
and the like might thus gain a very 
responsive feminine audience. 

This phase of the campaign will 
appear only in urban centers, he 
added. Regular Kuppenheimer copy 
will be placed cooperatively by re- 
tail outlets in approximately 300 
cities. 

All of it will emphasize 
Shape” as an identifying term for 
the company’s styles, indicating a| 
stronger emphasis upon the broad 
shouldered, narrow waisted suits | 
which have increased in popularity 
during the past few seasons. 

Spot radio has also been used 


Lebensburger said, with some re- 


porting current 
1937 figures. Much attention is 
given by the company to correct and 
timely use of these scripts. | 

Retail prices will range from five 
to ten per cent below those of 1937, | 
Mr. Lebensburger said, with the 
five per cent variation being the | 
more common. Price, however, will | 
not be used as a major copy theme | 
in the belief that other elements 
‘are much more potent selling aids | 


Valgora’s 
This of course ties 
theory of a cat’s “nine lives.” | 


, copy in key cities. 
|much stress on a new color, Emer- 


of men’s clothing, according to Mr. | - 


“Top- 


successfully by many retailers, Mr. | 


sales in excess of|§ 


nine major qualities. | 
in with the 


Another Valgora promotion, still | 
in the formative stages, will be a 


photograph contest with the com- | 


pany offering, through retailers, | 
prizes for the best pictures of cats | 
or kittens. While this venture will | 
be optional on the part of retailers, | 
it is expected to assume national | 
proportions. Prizes for each retail | 
outlet will total at least $100. 


Education of Salesmen 


Back of its attention to newspaper 
copy, spot radio, displays and direct 
mail is Kuppenheimer’s increasing 
efforts to educate salesmen. Ob- 
viously desirous of increasing the 
retail salesman’s effort, the company 
is also aware of the resultant ill 


will that may arise in a customer 


who is sold too fast and not thor- 
oughly or competently enough. 
Kuppenheimer believes that an ef- 
fective answer to this problem is 
the use of contests in which the 
salesman is part of a team, rather 
than strictly on his own. 

Designed to make the business of 
selling a game rather than a knock- 
down-drag-’em-out fight, Kuppen- 
heimer’s contests split retail sales 
forces into one or more teams. Dur- 
ation is extended over a period of 


| weeks with prizes being awarded to 


the top men in the first and second 
teams as well as lesser consolation 
awards. 

The company’s advertising de- 
partment is in charge of preparing 
and releasing all copy. 

Alfred Decker & 


Cohn, Ine., 


| maker of Society Brand clothes, re- 


ported that its fall plans will be 
confined to cooperative newspaper 
Copy will place 


ald Blue, using an explanatory slo- 


gan, “Green by Light, Blue by 
| Night.” 
New at the helm for Society 


Brand advertising is E. R. Livings- 
ton, formerly of the retail advertis- 
ing department, Montgomery Ward 
& Co., who succeeds George Forbes, 
resigned, as advertising manager. 
C. E. Gelb continues as vice-presi- 
dent and advertising director. 

Mr. Gelb said that favorable fall 


business conditions would probably 
result in a national magazine cam- 
paign for the spring season, 


a matter of the future. 


| MILLION MILLIONAIRES 


| Saag 


Consumers are being told the basic 
functions of advertising by means of a 
series of newspaper insertions sponsored 
by the Advertising Club of Montreal. 


Free Distribution 
of Free Candy Is 
Too Successtul 


Chicago, Aug. 30.—Giving point 
to the contention of one distin- 
guished speaker that candy clinics 
are as necessary as free milk, a near 
riot was precipitated at the Hotel 
Sherman last week when samples of 
candy were dispensed to all comers 
at the first annual Chicago Candy 
Show. Many thousands of samples 
were distributed until the throngs 
became so dense that the show 
management ordered the plan sum- 
marily halted. 

It was Judge J. F. O’Connell who 
said that his observations of juve- 
nile delinquency cases have con- 
vinced him that children steal to 
satisfy their craving for sweets, 
,which is merely a normal mani- 
festation of the body’s demand for 
carbohydrates. Petty thefts of pen- 
nies soon develop into more ambi- 
tious attacks on society. The jurist 
{believes establishment of candy 
clinics would go far toward ending 
juvenile crime. 

A beauty contest and a revival of 
\the erstwhile popular pastime of 
| taffy pulling were publicity features 
|of the candy show. King Levinsky, 
| one time heavyweight aspirant, was 
|portrayed in a new role of taffy 
‘puller. The Kingfish again was 
|forced to bow to superior general- 


'sales and improvement in general | Ship. 


Agency Moves Office 


General Advertising Agency has 


capture the feminine eye as well as | although the decision on this is still| moved to the New York Furniture 


| Exchange bldg., 119 E. 32nd street. 


Use of Direct Mail 
Showed a Net Gain 
Last Year 


Chicago, Sept. 1.—A gain of 56.23 
per cent in third class was the fea- 
ture of 1937 in the direct mail field, 
according to an analysis released 
today by Homer J. Buckley, presi- 
dent of Buckley, Dement & Co. 
This was the only classification to 
show a gain. First class registered 
a slight loss in comparison with 
1936, and fourth class declined to 
a greater extent. 

The year showed a net gain in 
use of direct mail, the 1937 total 
being $492,719,000, compared with 
$440,687,000 for 1936. Mr. Buck- 
ley’s survey, made in cooperation 
| with the National Council of Busi- 
| ness Mail Users, was based on the 
|}annual report of the Postmaster 


| General. 


| 


| Result of Economy 


The third class gain is attributed 
to business declines in 1937, which 
made advertisers anxious to econ- 
omize, though unwilling to forego 
promotion entirely. This situation 
resulted in a third class mail bill of 
$220,824,000, compared with $141,- 
340,748 for 1936. The 1937 total was 
divided between $68,189,000 for 
postage and $152,634,000 for produc- 
tion. Comparable figures for 1936 
are unavailable. 

First class mail devoted to adver- 
tising in 1937 aggregated $207,347,- 
000, compared with $211,666,000 in 
1936. The latest figure is comprised 
of $60,984,000 for postage and $146,- 
363,000 for production. 

Fourth class mail declined from 
$87,680,000 in 1936 to $64,547,000 
last year. The 1937 total includes 
$13,185,000 for postage and $51,362,- 
000 for production. Fourth class 
mail embraces advertising pieces or 
merchandise weighing eight ounces 
or more. 


Gentles Names Frost 


Gentles Baking Company, Matta- 
pan, Mass., has appointed Harry M. 
Frost Company, Boston, to direct a 
newspaper campaign for its Swed- 
ish health bread. 


Kaye Agency Expands 

Stanley Kaye Advertising Agency, 
Cleveland, has moved to larger 
quarters in the NBC bldg. 


OUR SALES STAFF SEEMS TO 


MAN ON A FOOTBALL TEAM 


ABOUT AS POTENT AS A ONE-LEGGED 


BE 
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suit which ended with the state su-| 
preme court upholding the consti- 
tutionality of the act. 

The act places a compulsory levy | 
for advertising purposes on each 
hundredweight of the products to 
be advertised. This, it is estimated, 
| will reach about $125,000 in a nor- 


Idaho Gains Court 
Approval for Fruit, 
Vegetable Drive 


Boise, Idaho, Sept. 1.—Idaho was 
ready today to proceed with the ad- 


/mal year. 
vertisin of its potatoes, apples, | — ; 
< 8 : I PP The commission has retained the 
onions and prunes, at an estimated 


, |Cline Advertising Service of Boise, 
cost of about $125,000 annually, un- | 
der the provisions of the state fruit | 2nd Botsford, Constantine & Gard- 
and vegetable advertising law. | ner, Pacific Coast agency, Portland. 


The state supreme court upheld | 


the validity of the act this week, Blosser Fall Drive 


after litigation had delayed the op- Blosser Company, Atlanta, maker 
eration of the act for approximately | of Dr, Blosser’s medical cigarettes, 

a year. During that time the Idaho} wil] start its fall campaign Sept. 7. 
Fruit and Vegetable Advertising| Small space in 100 newspapers and 
Commission and its executive sec-|in 4 or 5 national magazines will 


retary, Carl DeLong, maintained| be used. Atherton & Currier, New 
only a skeleton staff. York, is the agency. 

The first suit blocking operation 
of the law was a friendly test suit 
brought by the advertising commis- 
sion against the state auditor after 
the auditor refused to honor the 
vouchers of the commission. A 
lower court decided in favor of the 
commission. 


Farmers Start Suit 
Then, as 


Plan Academy Drive 


Robert Evans Radio Academy, 
New York, will begin a campaign | 
using school pages of metropolitan | 
newspapers and also magazines. 
Walter Scott Advertising Agency, 
New York, handles the account. 


Drive for Cosmetics 


Idaho’s finest agricul- 


Irma Coleman, Inc., New York, 
tural products were ready for the} cosmetics, will start a sales and 
market and advertising was to be-| promotion campaign through At- | 


gin, a group of farmers started the New York. 


lantic Associates, 


|}sound plans 


Westinghouse Will 


Cater to Women’s 


Kitchen Demands 


East Pittsburgh, Sept. 1.—Re- 
sponding to the demand for more 
practicable homes, now at flood tide, 
Westinghouse Electric & Mfg. Com- 
pany today announced creation of 
a home planning department at its 
plant at Mansfield, O. I. W. Clark, 
who has been manager of the 
kitchen planning section, heads the 
new department. He will serve as 
consultant to architects and be 
responsible for direction of the 
home economics program. 

In announcing the expansion, 


| R. E. Imhoff, sales manager of the 
| merchandising division, 
| housewives are becoming more and 
| more 


said that 


impatient with antiquated 
| kitchens. While they are more in- 
terested in their own “work shops” 
than any other part of the house, 
they also feel that those who profit 
from rebuilding should contribute 
to the operation of 
other “departments” of the home. 

In 1935, kitchen planning organ- 
izations received 50,000 requests for 
information. In 1937, the stream 
had swollen to 600,000. 


__|and conversely to map 


ye 4 
se & ‘ 
= ae 
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Southern New England, with its con- 
sistent billion dollars of spendable 
income, offers a juicy piece of busi- N 
ness to any advertiser. And it’s a 
matter of record that the surest way 
to assure a really choice cut in this 
responsive market is through this 
area’s most popular station—WTIC. 
Here is the way WTIC rates—with 


listeners and advertisers— 


TRANSRADIO NEWS 


Rates and further information will 


OW AVAILABLE 


“WTIC 


15 Minute Periods 
8 A.M. 

tN, —DAILY|— 
11 P.M. 


be supplied on request 


| Advertising Research 
| ° . 

| last year in drawing up its window 
| display report. 


In Listener Popularity by more than 2 to 1 


FIRST | 


In Number 
50,000 


WATTS We T 


The Travelers Broadcasting Service Corporation e 
Paul W. Morency, General Manager » 
Rerresentatives: Weed & Company « 


New York 


of Network Advertisers 
of National Spot Advertisers 


HARTFORD 
CONN. 


Member N.B.C. Red Network and Yankee Network 
James F. Clancy, Business Manager 
Detroit 


Chicago San Francisco 


First, 


i 


—— 


New Formula Reveals 
Cities’ Retail Picture 


Washington, D. C., Sept. 1—As 
the result of a successful new sys- 
tem for gathering intra-city busi- 
ness retail trade statistics worked 
out last year in a survey conducted 
in Philadelphia by the Department 
of Commerce, through the Census 
Bureau, it has been decided to make 
similar surveys as soon as practi- 
cable in 25 cities with populations 
over 250,000. 

The Census Bureau is hopeful 
that the studies will indicate to 
retail merchants, wholesalers and 
manufacturers the likelihood of 
intra-city business expansion or 
contraction to which their sales pro- 
grams may be conditioned. It is 
further proposed that the surveys 
be conducted from census to census 
so that retail merchants may be 
able to gauge the condition of indi- 
vidual stores in each business por- 
tion of his city. General city-wide 
sales increases could be checked 
against local decreases, indicating 
critical retail conditions either re- 
quiring remedial measures or with- 
drawal to more favored locations 
increased 
sales efforts should the comparison 
show brightened retail trade pros- 
pects. 


Uses for Surveys 


The bureau lists an additional 
five-point program of uses to which 
the surveys might be put: to serve 
as a guide to both local and national 
advertisers in promotional cam- 
paigns; for trade journal publishers 
as the basis for promotional mate- 
rial and general market analysis 
articles; to guide realtor activity in 
retail store locations, sales and 
rentals; to aid public utilities in 
service expansion programs in rela- 
tion to retail store demands; to aid 
banks, insurance companies and 
individual investors in evaluating 
real estate bonds, and to aid in the 
evaluation of estates in legal settle- 
ments. 

The formula worked out in the 
experimental Philadelphia survey 
was developed as a result of con- 
tinued pressure on the Department 
of Commerce for business statistics 
by wards and census tracts in major 
cities. It was found, however, upon 
investigation that intra-city figures 
on such bases were of little practi- 
cal use, primarily because business 
streets which bounded the census 
tracts and ward limits would be 
haphazardly severed and the results 
would be a statistical hodge-podge 
of little real business value. A 
combination of census tracts was 
found to be better, but still inade- 
quate because of the qualifications 
which had to be placed upon them. 

It was concluded that intra-city 


| business areas should make possible 


the isolation of each kind of retail 
structure; that their use should 
facilitate a large number of desir- 
able statistical combinations of re- 
tail data; and that it should be 
possible to make necessary boun- 
dary adjustments to fit important 
changes in the retail structure of 
any given city. 


Two Chief Factors 


A new approach to the 
was developed—a 
dentally, 


problem 
technique, inci- 
which was adopted by the 
Foundation 


Two factors were recognized: 
that city retail structure for 
the most part may be classified into 
five principal types; and _ second, 
that volume of sales provides the 
best single index for retail struc- 
ture classification. 

With this in mind a 
classification was 
lows: 

1. Central Business 
where retail stores do a 
volume of business per unit area 
elsewhere within the city. 
Chief characteristics of this district 
were that retail stores occupy choice 
street level frontages, service estab- 
lishments are concentrated in upper 
story offices, and residential occu- 


system of 
devised as fol- 


District, 
greater 


pancy is restricted to scatterea 
hotels. Chief stores found wer, 
large department stores, men’s and 
women’s clothing, furniture, 


shoes. 
jewelry, and miscellaneous — 
ping goods. Drug, tobacco store 


and restaurants were less prevale nt. 

2. Outlying Business Center, 
where in miniature the same retajj 
structure is present as in the Cen 
tral District. Here a marked con. 
centration was observed where re. 
tail outlets did a volume of business 
exceeded only by the Central Dis. 
trict. Stores were similar to those 
found in the Central District. 

3. The Principal Business Thor- 
oughfare, which is both a business 
street and a traffic artery. Stores 
along this route are able to offer 
the inducement of ample curb-side 
parking space and thrive on the 
attraction of a small fraction of 
intercommunity _ traffic. Shopping 
and convenience stores were major 
retailing establishments found jn 
this area. 

4. The Neighborhood Business 
Street, drawing customers from 
within easy walking distances jn 
the neighborhood. Grocery, meats. 
fruits and vegetables, drugs, con- 
venience and shopping stores con- 
stitute the bulk of the retailing out- 
lets in this area. 

5. The Isolated Store Cluster, 
which generally comprises two or 


more complementary rather than 
competitive convenience goods 
stores. 


Single isolated retail stores within 
each of the above five classifica- 
tions were not classified as distinct 
structural types because in the 
aggregate it was found that their 
heterogeneity and unusual function 
did not lend them easily or satis- 
factorily to classification. Such 
stores included drug, grocery, deli- 
catessens, milk distributors, coal 
and lumber dealers and mail order 
houses. 

Preliminaries are now under way 
to begin such surveys, according to 
this formula, in Chicago and Buf- 
falo. Later it is hoped that the 
following cities may also be mapped 
similarly: New York, Detroit, Los 
Angeles, Cleveland, St. Louis, Balti- 
more, Boston, Pittsburgh, San 
Francisco, Milwaukee, Washington, 
Minneapolis, New Orleans, Cincin- 
nati, Newark, Kansas City, Seattle, 
Indianapolis, Rochester, Jersey City, 
Louisville, Portland, Houston, To- 
ledo, Columbus, Denver, Oakland, 
St. Paul, Atlanta, Dallas, Birming- 
ham, Akron, Memphis and Provi- 
dence. 

Chicago, Cleveland, Atlanta and 
Philadelphia had been used as 
“sample” cities before the formula 
worked out was applied to the Phil- 
adelphia experiment last year. 

Fred A. Gosnell, chief statistician 
for the Census of Business of the 
Bureau of the Census will be in 
charge. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


ATTENDANT SPEEDS THE PARTING GUEST 


Prof. Lucian Bernhard designed this 24-sheet poster for American Oil Company, 
telling an eloquent service story with a minimum of words. McCandlish Litho- 
graph Company handled lithography. 


MAKING AMERICA TEA CONSCIOUS 


| VITAL PEOPLE e 
ATOR AP oO 


sg ea 


ec FORA 


QUICK 
_, COMEBACK!" 


BOne of a series of ten comic strips in a drive to be launched next month by the 
Tee Bureau. The Bureau has a $1,000,000 appropriation for its campaign. 
(Story on Page |.) 


SEVENTY CENTS BRINGS SOCIAL SUCCESS 


TS mow e oowe 


UES Cvrer enn 
=e . val “e's SeOre Stewie Bat nint COMPant 


‘ 
“ited by full color, Singer Sewing Machine Company is placing major emphe- 
sis on picture stories in fall magazine advertising. 


= 2 x 
Wal’ 


SO THIS IS THE BIRD 


portrait of A HANY \] DL 


IACY'S 
y (RULE A Seuriac o STANDARDS 


A little clarification on that widely dis- 
cussed personality, ‘the consumer,” is 
offered by R. H. Macy & Co., New York. 
This insertion ran as part of the store's 
institutional campaign. 


GLAMOROUS LURE 


‘100000 FUR COAT 
FREE © 


150 BIG PRIZES IN 
BORDEN’S MILK CONTEST. 
IT’S EASY...GET IN AND WIN! 
i [LIST « ; PRIZES 


ote ae nal | 


The universal appeal that fine furs have 
for women is being harnessed by Borden 
Company, New York, in this new con- 
test. This copy will appear in metro- 
politan newspapers. Other contest pro- 
motion includes store and window dis- 
plays, bottle collars and posters on all 
Borden trucks. (Story on Page 20.) 


COMIC CHARACTER IN NEW ROLE 


POM ER FLAVER SINE E 


The trade-mark of Esslinger's, Inc., 


nations with which the beer can be served. 
color, was created by Einson-Freeman Company, Long Island City, N. Y. 


rege 


Philadelphis, suggests tempting food combi- 
The display, reproduced in full 


ARROW VICTOR IN COURT DRAMA 


Q. How many white shirts “2 
do you own? 


An insurance broker 
A, Including the one I have on, 8. You see, white 
shirts go with any suit—and they're perfect 
on all occasions. Arrow Trump is my favorite 
~» whale of a value at $2. It has the hand- 
somest, longest-wearing soft collar ever! 


An advertising man 
» I don't know exactly—but I've got a drawer- 
ful! In summer you can't get me out of a white 
Arrow Gordon. It's cool and neat for work— 
and it looks swell on the golf course. It's made 
of fine oxford cloth, costs only $2. 


A customer's man 


+ All but three of my shirts are white! My spe- 
cialty is Arrow Dart—its collar looks for all 


the world like a starched one, but feels like a soft 
collar. And it never seems to wear out! I bought 
six more Darts in June—they're well worth $2.25 
apiece! 


"1 


THE VERDICT: 


The style jury agrees that an Arrow white is the 
idea: shirt. Get some Arrow Trumps, Darts, 
Gordons—or any of the many handsome Arrow 
whites. They all have the 
famous Arrow Collar, the 
unique “Mitoga better 
fit,” and they're Sanfor- 
ized (fabric shrinkage 
less than 1% )—guaran- 


teed permanent fit. 1 n't on Arrow Shirt 


ARROW SHIRTS 


Meds by CLUETT, PEABODY & CO., INC, 


A tough prosecutor holds the spotlight in Cluett Peabody's humorous newspaper 


campaign and the jury can't help but bring in » verdict for Arrow shirts. 


startling revelation of the copy is that the advertising man has a drawer full, 


leading the insurance man and the broker by a wide margin. 


CONTENTED CALF STOPS THE CROWDS IN SEATTLE STREET 


4, 


oso si a p 


Ut haee't on Arvem Label, 


Most 


This illuminated bulletin, built by Foster & Kleiser for Apex Dai iry, Seattle, attracted so much attention that special police 
The calf's satisfaction is manifested by a constant switching of its tail. 


have been assigned to it. 
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Arizona rides again! First six months of 1938 sees it “‘top 
hand” in farm income with a gain of approximately 24% 
while national receipts dropped 12%! Crop prospects con- 
tinue “in the money” according to the Department of Agri- 
culture chart, reflecting a greater spendable income for 
Phoenix which does more than 40% of ALL Arizona’s retail 
business. Reason enough why Phoenix was the only city of —e 
the 147 top trading centers of the nation to register PLUS imme 
businessf in July 1938 over a year ago! If you want to 

make sales, advertise where sales are being made. CROP PROSPECTS 


JULY 1, 1938* 
tBrooke, Smith & French, “Where's Business?” 


 ACLATIVE CONDITIONS OF 
PROSPECTS AS INOICATEO BY 
AL PORTS $ROM CHOP CORFE - 
SPONOENTS OW “ALi CROPS™ 


AY) 


BLANKETING THE GOLD NUGGET OF WESTERN MARKETS 


y REPURLI 
and GAZETTE "Serving Arizona With The Best In Radio" 
DICK LEWIS. General Manage’ 


BOB HALL. National Advertising Manager \  \ Representatives — The KATZ AGENCY — New York. Detroit. — 


cae lO . Lawrence & Cresmer Co., New York, Chicago, Detroit, Los Angeles, Sen Francisc Atteste, Piiladsiphio, Kenees City, © ‘ 
<s m = . Sem Francisco ICK CO., Los Angeles, San Francisco. Seattle 


WALTER BIDD 
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